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The Motion-Picture Division of Interstate Industrial Reporting Service, Inc. 


WITH ITS 1100 LOCAL-LEVEL CINEMATOGRAPHERS 


INTERSTATE WILL 


SHOOT YOUR PRODUCT IN USAGE 
16 mm... 300' UP 
FURNISH A WORK PRINT 
EDIT (For maximum visual value, proper scene sequence, etc.) 


IN ANY CITY IN AMERICA 

(International too) 
AT A PRE-DETERMINED 

(You will always know in advance what the price will be) 
STANDARDIZED 

(Costs no more to shoot in Seattle than in Mobile or Newark or Oshkosh) 
LOW-BUDGET 


(Low base rate of $450 for outdoor color shooting including editing and 
furnishing of color work print) 


WITHIN A TWO-WEEK COMPLETION PERIOD 
WRITE...OR CALL US COLLECT...TELL US 


YOUR HYPOTHETICAL (OR REAL) REQUIREMENTS. WE'LL SUBMIT 
OUR COST QUOTATION. 


4100 MEN DIRECTED FROM os CENTRAL OFFICE 
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— 
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INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


GENERAL OFFicEes: 675 FIFTH AVE., NEW YORK 22, N. Y., MURRAY HILL 8-1880 
MIOWEST oFFice: 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2-0080 
ALEXANDER ROBERTS: General Manager 


DIVISION 


Typical, Recent Motion Picture Assignments: 


Client: Baker-Raulang 

Shooting Location: Linden, N. J 

Subject: Usage of Traveloader Truck 
At Refinery 

Footage: 300’ in Color 


Client: General Electric 

Shooting Location: Princeton, N. J 
Subject: Application of Electronic Devices 
Footage: 900’ in Color 


Client: Nelson Stud Welding Co 
Shooting Location: Pierre, S. D 
Subject: Application of Stud Welding 
on Bridge Construction 
Footage: 400’ in Black and White 


Client: Owens-Corning Fiberglas 

Shooting Location: Santa Barbara, Calif 
Subject: Modern Living in-A Modern Home 
Footage: 400’ in Color 


PHOTOS OR CASE HISTORY REPORTS...ANYWHERE IN AMERICA...IN 24 HOURS IF NEED BE 
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can get it all from Mead—Papermakers to America 


Printers Find Mead Correspondence 
and Office Papers Handle Well and Sell Well 


Every printer knows how important it 
is to keep presses running smoothly 
and to avoid unexpected shutdowns. 


Ile knows, too, the importance of pro- 
viding customers with business letter- 
heads and office forms that reflect 
quality and character, yet sell at com- 


petitive prices. You have assurance of 


all these things when you buy and sell 


Mead Business Papers. The success of 


this line over the years and the grow- 
ing demand for each of the famous 
papers in the line today are sub- 
stantial evidence of the quality and 


printability that are built into them. 
They are the business papers made 
expressly for the printer and business- 
man who want the best for letter- 
heads, invoices, bookkeeping forms. 
mimeographing, duplicating and sim- 
ilar purposes. 

Mead Business Papers are mill- 
conditioned and come to you sealed 
in the famous Mead moistureproof, 
innerwrap package which protects 
right up to press time. Always avail- 
shies. they are standard produc ts of 
The Mead C /orporation. 


Correspondence and Office 


Papers by Mead 


Mead Bond 

Mead Mimeo Bond 
Mead Ledger 

Mead Duplicator 
Mead Opaque 
Moistrite Bond 
Moistrite Mimeo Bond 
Moistrite Ledger 
Moistrite Duplicator 
Northlite Mimeo Bond 


Vi Np) THE MEAD CORPORATION 


Papermakers to America 


ot 
CTs | Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 
New York «+ Chicago + Boston «+ Philadelphia «+ Atlanta 


Northlite Duplicator 


Ask your Mead Merchant for samples 
of these famous papers 
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IF THIS IS YOU 
TAKE A CUE FROM US 








We specialize in the most vital phase of your entire 

advertising program—Merchandising at the Point-of-Sale. It is 

our only business... one we've been at for more than 

half a century. In that time, we’ve created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

If your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 





Trademark Mystik Registered 


Keep this “IDEA FILE”’ and il- 
lustrated brochure within easy 
reach...they are a collection of 

point-of-sale samples, ideas, 
success stories that have paid 
moff in the past. They are yours 
FREE! Write Chicago Show 
Printing Company, 2626 N. 
*™ Kildare Avs., Chicago 39 


Merchandising at the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use * Animated Dispiays 
® Cloth and Kanvet Fiber Banners and Pennants * Mystik” Self-Stik Displays 
* Mystik” Can and Bottle Holders * Mystik” Seif-Stik Labels 


® Econo Truck Signs * Booklets and Folders 
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Just Deluein Us 


Why Abbott Laboratories Refunded $15,000 


When Abbott Laboratories, one of the world's greatest pharmaceu- 
tical houses, refunded $15,000 to purchasers of Sucaryl, its non-caloric 
sweetener tablets, because the premium they ordered with $1 and a coupon 
from the package did not prove universally satisfactory, many people 
thought this generous action was somewhat quixotic. 


After all, they reasoned, only .3% of the customers had complained 
that the “weight watch" used as a premium, carrying a dial which enabled 
calorie intake to be recorded, had failed in service, with the hands falling 
off, refusing to move, or the container allowing pocket dust to collect. 
That meant 45 complaints out of a total of 15,000 premiums distributed. 


But Charles S. Downs, vice-president and advertising director, 
thought differently. He believed that many people who were dissatisfied 
didn't take the trouble to complain, so that the 45 who did represented many 
more who were in the same category. And he felt also that the company could 


not afford to jeopardize its good will by distribution of an unsatisfactory 
premium. 


This was vigorous and far-sighted action on the public relations 
front, and is to be commended because it insured a favorable attitude on the 
part of those who might otherwise have had a negative reaction to Abbott's 
premium merchandising. 


For premium users in general, this experience emphasizes the neces- 
sity of carefully pre-testing all premium merchandise used, to make sure 
that the procuct will deliver the service expected. If you make certain of 
the quality of the goods used for premium promotions, and select a reliable 
manufacturer and distributor to handle the details of the operation, premiums 
can do the job expected of them--provide an incentive for purchase and build 


permanent good will for the advertiser. 
: | od VA 
cs —[—<—_—————— 


G. D. Crain Jr. 
Publisher 


September, 1956 Advertising Requirements Vol. 4, No. 9 
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CATALOGS 


Should Be 
PRACTICAL 


Loose-leaf—for easy addition or deletion 


of pages. Durable—because they get a lot 
of handling. Flat stacking—for neat desk 
piles. Flat opening—for easy handling and 
readability. Expandable—for additions of 
possibly bulky material. Economical—be- 


cause quantities run into money. 


This all adds up to Accopress Binders for 
your catalog covers. They give your cata- 
logs all the above advantages—plus all the 
appeal you can build into a cover with 


color, embossing or printing. 


Write us your needs. or ask your stationer 


to show you the complete Acco line for 


keeping papers together in every depart- 
ment of your business. 


The Accopress 
Binder combines 
loose leaf conven- 
ience, large ca- 


pacity and econ- 





omy. Ideal for 


catalog covers. 


When transfer time 
comes just slip the 
bound papers from the 
fecobind Folder, insert 
a new Acco Fastener 
and the Folder is ready 


for another year's filing 





ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 


and other filing supplies 


ACCO PRODUCTS. Inc. 
Ogdensburg. New York 


In Canada: Acco Canadian Co.. Ltd., Toronto 
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Krylon Uses Folder .... 





79 


Ingenious design permits job to be followed from data on 


folder, saving time in going through file. 


imagination Brings Results for Remington .......... 


Brilliant use of visual imagination makes these windows 
sparkle with attention-getting pull. 


Full Cater at Gavia Prbese 2. 0 tee ee eee wee 


ELMor™E E. KAYSER 


P. K. THOMAJAN 


Corry-Jamestown gets full-color ads at black-and-white 
prices by shifting to inserts, with careful coordination of 


schedules required. 


How to Make a TV Commercial with Impac ......... 


J. J. WINDAHL 


99 


The inside story of RCA’s exciting tv commercial, which 
used a helicopter and luck to come up with an unusual 


one-minute spot. 


PEPE ccc ee ee ee H ER ES 


R. E. ConLey 


103 


A dealer identification program that has won the approval 
of independent dealers, takes account of local needs, and 
has a unique share-the-headache feature. ALLEN SOMMERS 


Taking the Post from Pillar to Post ...........2.+.-. 


105 


The backstage story of one of the most exciting presen- 


tations ever put on. 


Leonard’s Going Places with “Going Places”. ........ 


111 


A monthly vacation guide keeps the local touch for this 
local refinery and builds up its share of the driver’s dollar. 


Why an Association Stopped Printing .........--+-- 


115 


Third in our series on captive plants, this gives the story 
of the recent decision of the American Medical Assn. to 


contract out its periodical printing. 
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Audio & Visual Aids 


Direct Advertising... 

Layout & Typography... 
Packaging & Labeling... 
Paper... 

Photoengraving & Platemaking... 
Premiums, Prizes & Specialties . 


Printing & Binding 


Radio & TV Production... 
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Signs & Identification Materials 


Window & Store Displays... 
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Promotion Almanac... 15 
Readers Write... 9 
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Stickin’ 
Around 


LEEN-STIK 


KLEEN-STIK Points the Way! 


Right this way to the best way of 
pointing sales messages at pros- 
pects! Super-stickin’? KLEEN-STIK 
—champ of pressure-sensitive ad- 
hesives—gets your selling story up, 
to steer your product to bigger 
sales! Follow these examples: 
















































“Gum-Pointer” for WRIGLEY 


Here’s a “‘stik-up artist”’ that points 
the people at the gum! Invisible, 
peel-an’-press FACE-STIK holds 
these small but sales-powered ar- 
rows inside gum vending machines 
for WM. WRIGLEY JR. CoO., 
Chicago — directing millions of pen- 
nies into the proper slots. The 
Wrigley ad staff designed ’em in all 
flavors, for easy, permanent post- 
ing by the routeman as fills are 
changed. “‘Sharp”’ production job 
controlled by AURY DAVY of 
WESTERN ENGRAVING & EM- 
BOSSING, Chicago. 







“CASEY” 
Rides the 
High Wire 


TUNE UP 


IN A CAN 





~ 


us 


To pin-point sales excitement in 
auto service outlets, HASTINGS 
MFG. CO., of Hastings, Mich., gets 
top display for CASITE Motor 
Tune-Up with these eye-stopping 
wire-hangers. The giant 21” ~ ar- 
rows seal themselves over the wire 
with a strip of _KLEEN-STIK 
(natch!) on the back for simple but 
lasting installation. A cheer for the 
pointed idear to DON COLLINS, 
Hastings Dir. of Adv. . .. and mark 
up a winner for LITHO PRESS, 
INC., Indianapolis, for the dandy 
3-color lithography. 


Take a sales pointer from lead- 
ing advertisers ... and follow the 
KLEEN-STIK trail to new P.O.P. 
effectiveness for your window 
streamers, die-cut signs, shelf edg- 
ers, and what-not. Your regular 
printer or lithographer has a whole 
kit-ful of sample ideas to show you 
—or get your own by writing for our 


free “ldea-of-the-Month”. 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Tell More... 
Sell More... 





ROWNVILLE 


Liha 


Tell the complete sales story 
and save more by using Amer- 
ica’s three favorite lightweights. 
A 17x22 broadside rides free 





with regular mail. All three 
Brownville lightweights handle 
easily, deliver smoothly, and 
produce unusual, attractive ef- 
fects in black or in color. 


Insist on: 


SEA FOAM BOND — 9 Ib. lightweight, first 
sulphite manifold on the market. Ideal 
for second sheets, business forms, stuff- 
ers, broadsides, folders, etc. 


ST. LAWRENCE OPAQUE —a 12-Ib. light- 
weight bond with opacity and economy 
of weight. Unexcelled for snap-outs, 
multicopy forms, booklets, price lists. 


STARLITE OPAQUE BOOK — a strong 30-Ib. 
lightweight book paper with maximum 
opacity for fine color work. Tops for 
package inserts and brochures. Dull or 
gloss finish. Gloss takes up to 100- 
screen. 












Write on your letterhead 
for free sample book of 
each paper. Address 


Dept. AR-3 


BROWNVILLE PAPER CO. 
The Mill of Fine Lightweight Papers 
BRIDGE ST. BROWNVILLE, W. Y. 
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Better Check Again... 


Readers Fail to Sign 
Names on Service Cards 


> One of the most peculiar problems 
we have with our popular Readers’ 
Service department is that every 
month we receive one or more cards 
on which a reader has carefully 
circled the numbers representing 
material he wants—and then forgets 
to fill in any name or address. 

What brings the matter to our at- 
tention right now is the receipt of a 
card from Manila in the Philippines, 
sent air mail and carrying 40 cen- 
tavos in postage .. . but no name or 
address. We would like to pass along 
this reader’s requests, but unless he 
reads this item and tells us his name, 
we'll have to put his card in our “Un- 
known Soldier” file. 


> Interesting little item in a recent 
issue of “Lists & Listings,” the bulle- 
tin put out by Walter Drey Inc., New 
York mailing list house: “Tongue- 
in-cheek research revealed that the 
waste baskets of the three top execu- 
tives of the 20,000 leading corpora- 
tions were filled to overflowing with 
direct mail offers. The waste baskets 
of the fourth and fifth were empty. 
We feel this frightening situation 
must be remedied. Seriously, these 
second-line executives have been 
neglected by many mailers and may 
prove worth while. They make im- 
portant decisions and are on the way 
to the top.” 

This quote ought to offer plenty of 
food for thought by any direct mail 
user. It doesn’t necessarily apply 
only to the next-to-top people in the 
blue chip companies, but can be ap- 
plied with telling effect elsewhere. 


> Miller, Mackay, Hoeck & Hartung, 
Seattle agency, celebrated its first an- 
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niversary by publishing volume 1, 
number 1 of the “MMHH Report,” a 
sprightly eight-page magazine. It’s 
one of the most attractive and inter- 
esting agency promotion pieces we’ve 
seen in some time. 

But what particularly caught our 
interest was a short item on page two, 
“Every Business Needs One.” Here’s 
what the “Report” says: 

“It was just what we had always 
needed ... but it took the KING 
Broadcasting Co. to dream it up. 
We're talking about the Panic Bell 
which adorns our lobby. 

“Shortly after MMH&H occupied 
new offices, the KING people showed 
up with a large veiled object and a 
bucket of iced French vintage. At the 
appropriate moment, Otto Brandt, 
KING’s vice-president and general 
manager, presented the crisis alarm. 
The Panic Bell was conceived and 
created by KING’s accomplished en- 
gineering staff. 

“Today the Panic Bell stands in our 
lobby as a proud symbol of the adver- 
tising profession. .. .” 


> There are ceremonies and there are 
ceremonies and then there was Mi- 
ami Beach Federal Savings & Loan 
Assn.’s “topping-off’ ceremonies. 
This one took advantage of the fa- 
mous Goodyear blimp “Ranger,” a 
familiar sight down Miami way. A 2’ 
canvas container of orange juice 
(what else!) was suspended from the 
blimp and showered on the roof of 
the new $2 million association head- 
quarters, marking completion of the 
exterior structure of the 14-story 
building. 

The unique christening was 
watched by hundreds of spectators 
and drew a healthy amount of press 
coverage. 


> Looking in another direction, we 
found a clever little booklet in our 
mail the other day. It came from 
Sloves Mechanical Binding Co. in 


PLORDEREOREREORCOOSEOROEOEEROERERERREROREREOOOORRESCRROCEESOEOEREERERORGERERDOTOONGFERERSECORORCORSERSORREGOREOTOCEORODGGOROREGEDOROREORRRGRORGRRORORROHPRRORRRREOES 


Display typefaces in this issue . . 


Page |19—Venus Extra Bold Extended; 21—-Venus; 25 


Cello 211 &G 


Futura Ultra Wide; 37—Lydian Bold Condensed; 45—-Tempo Bold & Rondo; 53—P. T. Barnum; 58- 

Boconi Campanile; 63—Franklin Gothic & Flash; 67—-Venus Medium Extended & Extraboid Extended; 
75—Tempo Heavy & Bold; 82—Stymie Extra Bold; 93—-Flash; 99—-Tempo Bold Condensed & 20th 
Century Ultra Bold; 103—Discus Script; 105—-Bodoni Bold; 111—-Venus Extra Bold Extended; 115 


Stymie Extra Bold 





even under Fluorescent Light 


with New G353 TRANSCOPY™® Paper 


" 
N EW G353 Transcopy Negative Paper copies your records—in your office- 


under fluorescent lights ... without hoods, visors or light shields. Neither is there 


need for special processing equipment or equipment adjustments. G353 

“an be used with regular Transcopy Positive Papers on all Transcopy machines, 
and most other similar transfer process machines. In seconds you’ll get sharp, 
clear, black and white copies of any record. 


FREE TRIAL... request a free trial in your office under your lighting conditions. 
Write to Room 1983, 315 Fourth Avenue, 
New York 10, N. Y. 
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CUROREEEEEEERERERREREREOREEOREEROEOEOEROREOEOERREDEROROREEEREREC ODODE REREREGEORECHEOECORCOOCRORSORSEOCOEORRGOROTCCROREORSORRSRRERTORRRRRSeeeReeEeeeeeeeeS 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact amount 
in coins, stamps or checks. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—small orders sent only upon receipt of 
payment. 


SREOREROREEDEGEREOREREROROTECREREEEROROREREREETSORRGERPERCREROEER ERERECEOREOEEERCOROORRCGHREOROSSONEESOSEDERGCSSDCROERORRORDEGCRGRSeReeteeseCeeeteneS 


144 Do's & Don'ts for Better Press Releases- by Dick Hodgson 

A helpful checklist for getting better results from publicity eftorts September 
173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 

Some realistic guides for the preparation of effective annual reports March 
180 Getting the Most from Publicity Photos—by Leo M. Solomon 

A photographic consultant gives some pointers on how to get the 

best mileage out of publicity photos 

Planned Personalized Promotion—by Haviland F. Reves 

How a Detroit restaurant personalized its promotion November 

How to Promote A Ten-Cent Gadget—by John C. Swift 

The promotion behind White Cap Company’s premium item, 

the lid flipper a December 

How to Merchandise Syndicated TV Shows—by Maurine Christopher 

A list of suggestions for getting the most from TV films December 

The Production Manager's Answers for Late Plate Problems—by Ted Sanchagrin 

Summary of House & Home’s contest among production managers February 

How to Get More from Your Trade Show Dollars—by William S. Orkin 

A trade show expert offers tips on building traffic and planning 

follow-through for your exhibits 

Exhibit Photos—-How to Put Them to Work 

Photographs of trade show exhibits have many uses. Here’s how a number 

of exhibitors have put their exhibit photos to work February 

Loose-Leaf Binding 

Here's a list of 28 checkpoints to help admen in selecting the proper loose-leaf 

binding for their promotion materials February 

Chiquita Banana Goes to School—by Clarence W. Moore 

The case history of United Fruit Co.'s effective educational program 

Which carries the story of bananas to teachers and students April 

Abbott Aims at the Consumer—by Bert Enos 

How Abbott Laboratories has begun a program of consumer advertising 

for a new product without sacrificing its traditional ‘‘ethical’’ approach April 

Crossroads for Captive Plants 

A special study on the problems of operating internal 

printing facilities 

Sales Meetings Don't Have To Be Expensive—by Lee Randon 

Story of how an agency helps its clients stage successful 

sales meetings on low budgets March 

Less Than lc Per Impression—by Mildred Weiler 

The story behind an effective business movie produced 

for the Wabash Railroad March 

Merchandising Publicity—by Morris B. Rotman 

Case History of how a publicity program drew extra dividends 

through effective merchandising April 

Six Weeks From Planning to Sales 

How thorough planning licked a deadline problem on a 

national advertising campaign 

Progress report: Electronic Engraving—by David Saltman 

Story of how electronic engraving on plastic plates is coming 

more and more to the attention of ad managers j May 
204 Colorcasting—by Sheldon M. Heiman 

Case history report on a colorcast “’first’’ June 
205 A Contest Isn't Over When the Winners are Picked—by Phil Seitz 


How Dodge Div., Chrysler Corp. squeezed full value out of its 
“Dodge for Life’’ contest 


206 Premiums At General Mills 
How General Mills developed its diversified premium program July 


207 Letter Reproduction—by Margaret Reynolds 
Difterent methods for making multiple copies of your promotion letters July 


208 Emblems—by Robert M. Marks 
How embroidered emblems can provide a major plus in any 
well-integrated promotion campaign 


June 


January 


January 


May 


June 


July 
The following reprints are available at 50¢ each: 


171 How to Get Better Advertising Photos—by Errol Prince 

AR’‘s two-part series of down-to-earth articles on getting 

and using advertising photos March and April 
172 202 Tips for Direct Mail Advertising 

A 16-page bookiet reprinting AR’s two special articles on 

direct mail advertising February and May 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 

Two special articles on one of the most versatile tools used by admen— 

“The Use of Tape Recorders in Advertising’ and ‘‘An Adman’s Guide 

for Selecting a Tape Recorder” March and April 


The following reprints are available at $1 each: 


201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
How I Solved It 


This 64-page book contains more than 125 selected ‘‘How I Solved It’ 
items submitted by AR‘s readers 
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New York and was a 3x5" minia- 
ture of New York’s classified tele- 
phone directory. Aptly titled “Sloves 
Yellow Pages,” it contained 16 pages 
(yellow, of course) listing all of the 
company’s products and services al- 
phabetically—complete with a phone 
book style name, address and phone 
number for each listing. 


>Consider some interesting news- 
paper ads: Al Newman, head man at 
Rosoff’s Hotel-Restaurant “at Times 
Square” in New York, dropped us a 
line enclosing samples of his unique 
insertions in the “Dine Out Tonight” 
columns. Typical examples: 


e We recently advertised for a short 
order cook. 8 midgets showed up. 
Comments Mr. Newman: “Believe it 
or not, a chef who was about 414’ 
tall applied for a job when we ran the 
ad.” 


e Our Indian Curry is so authentic 
the other day two cobras showed un 
for lunch. Comments: “The ad, de- 
spite its obvious tongue-in-cheek 
copy, brought 86 Indians drooling to 
my doors.” 


e For those who are thick and tired 
of it our low calory luncheon. Com- 
ments: “Sixteen people called me up 
to say there had been a typographi- 
cal error. I told them that was the 
way I planned it. By actual count, 
57 more fat people came in for lunch 
that day.” 


e Mr. Newman’s favorite ad was re- 
jected by censorship, however— 
Please drink more booze at Rosoff’s. 
No self-respecting restaurant makes 
money on its food. Final comment: 
“I write all the ads myself and am 
having the time of my life.” 


Does such advertising pay? A post- 
script by Mr. Newman: “It has upped 
my business by 23%.” 


ARTISTS LOVE ... 


“Of course I appreciate your working 
most of the night on this, Lawrence, 
but now that I study it I'm not quite 


happy...” 
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here today, gone tomorrow...BUT NOT THE PRINTED WORD 
Forty centuries of man’s accumulated wisdom. lways available for guidance, I N TE R N AT I oO N A L PA P EK R 


through the printed word ...the lasting guarantee of America’s learning and liberty! 





TICONDEROGA OFFSET 


A PROVEN OFFSET PAPER INA 
NEW, SPARKLING BLUE-WHITE 


Press performance and fine appearance have always 
characterized Ticonderoga Offset, favorite with lithographers 
and paper buyers. Now in a new improved blue-white to further 
enhance faithful reproduction, Ticonderoga Offset gives plus 
value .. . at low cost. In standard sizes and five weights, 


sold by leading paper merchants. Six fancy finishes to order. 


INTHE NATIONAL PAPER 





. ‘ . ADIRONDACK BOND 
Other fine quality Mill Brand eee i 


BEESWING MANIFOLD 
INTERNATIONAL DUPLICATOR PAPER 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL TI-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 

SPRINGHILL COLORED INDEX 
SPRINGHILL POST CARD 
SPRINGHILL WHITE and MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 
TICONDEROGA BOOK 
TICONDEROGA TEXT 

TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 

OTIS BRISTOL 

HUDSON GLOSS 

HUDSON BOOK 

HUDSON COVER, C1S 

HUDSON LABEL, C1S 

HUDSON LITHO, C1S 

CHAMPLAIN COVER, C1S 
CHAMPLAIN LABEL, C1S 

CHAMPLAIN LITHO, CIS 

EMPIRE BOOK 

WINN BOOK also CONVERTING PAPERS 


printing papers by International 





This insert is printed by offset lithography 
on Ticonderoga Offset, Basis 8O. 


Baternational PD, ite 


FINE PAPER AND BLEACHED BOARD DIVISION 


220 East 42nd Street, New York 17, N.Y 





Professionals Needed 


e Mr. Crain made a very important 
point in his editorial on “Cheap Cre- 
ative Service is the Most Expensive” 
in your July issue. 

Because so many advertisers—both 
large and small—have felt that their 
advertising agencies should “throw 
in” sales promotion, merchandising 
and direct mail services free, many 
very fine agencies cannot economi- 
cally do the kind of job they would 
like to in these areas. For this rea- 
son many very excellent advertising 
agencies are not adequately staffed 
with specialists in this field. 

While there is no one way for han- 
dling this activity that will fit into 
every advertiser’s setup, more and 
more advertisers are now solving the 
problems of using the very best tal- 
ent for their non-commissionable 
media advertising. 

In the same way as an advertising 
manager doesn’t attempt to plan and 
produce his own tv shows (he turns 
the job over to a professional), he 
should also use a specialist who is a 
professional to plan and create his 
sales promotion and direct mail. To 
fill this need there are now hundreds 
of organizations of specialists not 
only in the metropolitan centers but 
also in many smaller cities. 

WILLIAM STEINER 
President, Steiner and Kahn, Inc. 
New York 


Suggests Pondering 


e The closing line in your editorial 
of July (Thus the cheapest talent in 
the creative areas may turn out in the 
long run to be the most expensive.) 
has always been the credo of our or- 
ganization. 

The introspection, which was 
forced upon us by a reference by Mr. 
Hopper in your July issue to an ad- 
vertisement prepared by our agency 
for Revolvator Co., I think should be 
jointly shared. We pondered Mr. 
Hopper’s views on our “type” or 
something and we ask in fairness to 
ourselves that you ponder the value 
of Mr. Hopper’s article which you 
printed. 

In a field in which every man is ex- 
pert there must be some control exer- 
cised by responsible people. Our ads 
must pull inquiries—and do; your 


articles must hold and build reader- 
ship. May we ask that you reread 
Mr. Hopper’s article, especially his 
critique on selected advertisements? 

RICHARD E. FREDRICKS 


Fredricks & Co. Inc., New York 
One of the rewards of being in ad- 
vertising is the opportunity of work- 
ing with creative people .. . and one 
of its difficulties the fact that creative 
people are individualists and don’t 
always agree. There is always room 
for disagreement and when it comes 
from two such responsible people as 
Mr. Fredricks and Mr. Hopper, dis- 
agreement is often a positive factor. 


<a 


Modern Typography 


e I am an apprentice compositor, 
and I wish to widen my knowledge 
of typographical design. 

If it is possible, could you send me 
some samples of modern design in 
America at the present time? I would 
like anything in the line of letter- 
heads, business cards, invitations, ad- 
vertisements, etc. 

Cyrit HERON 
7 Barclay Ave., Upper Ferntree 
Gully, Victoria, Australia 

Any AR reader who wishes to aid 
the international dissemination of de- 
sign is invited to send material di- 
rectly to Mr. Heron... . Ed. 


Doubts 2% Return 


e Mr. Curl’s letter in your July issue 
points up a situation which has been 
bothering me for some time. 

In at least a dozen instances where 
the subject of direct mail has come 
up in conversation, I have been asked 
“What percentage return is consid- 
ered good on a mailing?’’—inevitably 
followed by an authoritative 2°% as 
the correct answer. Just where and 
how did this 2% figure ever come 
from? Is it something that the adver- 
tising and marketing schools pump 
into the heads of novices to get them 
off on the wrong foot? 

It is common sense, and I think 
most experienced direct-mail people 
will agree, that the percentage return 
varies with the nature of the situa- 
tion, with the quality of the mailing 
list, the nature of the offer, and the 
type and quality of return desired. 








BIG NATIONAL 
ADVERTISERS 










































































7 
y PRE-TESTED 
for WEATHER WEAR 


Any type outdoor Signs 
you may require for effec- 
tive outdoor advertising, 
and produced in quantity, 
are made in the modern 
GRACE plant in the mod- 
ern manner—for superior 
service life and attrac- 
tiveness. Yes, they out- 
last — and out-sell com- 
petition. 
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SILK SCREEN 
PROCESSED 


The special GRACE meth- 
od of applying colors to 
depict product and en- 
hance design, is fast, 
accurate and artistic 
GRACE made signs have 
it eye, and buy appeal' 


= i 


WE DESIGN ANY TYPE SIGN 


If your clients desire special type signs, let us know 
Our art department will make up a sample sign free for 
approval, from sketches made by ->--—~ 

client or us. What are YOUR needs’ 









































FARMERS IMPLEMENT CO. 












SEND FOR CATALOG 
IN FULL COLOR 


ON: Fe 


3600 S. 2nd ST. * ST. LOUIS 18, MO 










. « » for more details circle 608, page 121 





September 1956 ¢ ar « 9 


neenan says: 





the best paper for 
your letterhead is 


a necessity... not a luxury 


Executives who cannot afford to make a poor 
impression with their letterhead use a fine 


rag bond by Neenah. 


Want help in recognizing the right 
letterhead for your company? Then 


ask your printer for a free copy of 





**The Right Letterhead for You.”’ 


—_ 


xy AB 
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nmeenah paper company « neenah, wisconsin 


For example, a company selling an 
item worth several thousand dollars 
and asking for a return card setting 
up a specific appointment for a sales- 
man would most certainly be con- 
tented with a lesser response to a 
mailing than, let’s say, a maker of an 
item worth several dollars that just 
offered literature or a free booklet. 

It then seems obvious that there are 
so many different factors to take into 
consideration in direct mail that there 
can be no stock answer that will ap- 
ply equally to every situation. 

Here at the Weather Check Co., 
for example, we have in the past sent 
mailings to telephone directory lists. 
Our mailing piece included a post- 
paid reply card which set up an ap- 
pointment for our salesman to come 
into the home and demonstrate our 
product. We have been satisfied with 
a four-reply-per-thousand response, 
or 4/10ths of 1%. On this return, our 
cost-per-lead and percentage of clos- 
ing has been consistent with results 
obtained from newspaper advertis- 
ing. 

It is my suggestion that the teach- 
ers of direct mail and the writers of 
textbooks on the same subject take 
that 2% figure and bury it once and 
for all so that it does not continue to 
confuse people who should know 
better. 

Nat. G. Bopian 
Advertising Mgr., Weather 
Check of N. J. Inc., Garwood, 
N. J. 


Size and Quality 


e Mr. Marks’ article (on embroi- 
dered emblems, AR, July) was quite 
complete and informative even to 
those in the business and clearly un- 
derstandable to those not familiar 
with embroidered emblems. How- 
ever, the thought put forth by Mr. 
Marks that smaller producers need 
to be checked for quality is not what 
we would consider fair. All com- 
panies should be checked on this. 
There are large companies whose fin- 
ished product is far inferior to those 
of other large and small firms. 
EUGENE LEONARD 
Leonard Embroidery Co., Phila- 
delphia 
Your point is well taken. Neither 
Mr. Marks nor AR meant to imply 
that size necessarily implies quality. 
.-- Bd. 


Celluloid-backed Mirrors 


e Many years ago they used to give 
away celluloid-backed mirrors about 
1% or 2” in diameter. Do any of the 
novelty or celluloid houses still make 
these? 
W. H. Hosart 
Hobart Brothers, Troy, O. 
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Complete Automation 
comes to letter writing 
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as many as 3,000 letters per hour 


ERE is the most versatile Addressograph machine ever offered. 
Starting with blank paper, this new machine, the Addresso- 
graph Model 1938, will print the letterhead, write the letter, fill in 
the salutation and date, and sign the letter in color—all at the rate 
of 3,000 per hour! Envelopes and reply cards can be addressed, 
imprinted with the return address, and postal indicia added. 
In addition to producing personalized letters, the Model 1938 


will also print and individualize statements and similar business 
forms in a single machine run. 


Both the name and data writing and the printing units of this 
versatile machine can be used independently. 


Write Methods Department today for the complete story of 
this new machine. Addressograph-Multigraph Corporation, Cleve- 
land 17, Ohio—Production Machines for Business Records.* 











eer eA 


oT rade: Mest SIMPLIFIED BUSINESS METHODS* 


© 1956 A-M Corporation 


SERVING SMALL BUSINESS — BIG BUSINESS —EVERY BUSINESS 
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ESTIMATED: 


63,000,000 more people 
in the U.S.A. by 1975! 


WILL THEY BUY FROM YOU? 


TOT e Meat T | 
S. D. Warren Company’s 
highly important message in 
U. S. NEWS & WORLD REPORT 
tee la 
BUSINESS WEEK 
Pee Tyo tulle ee) 
THE SATURDAY EVENING POST 
me ll ae 
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yan for Oe eure, BY" 








Salesmen’s Diaries 


@ We would appreciate any informa- 
tion you could supply on the pro- 
ducers of pocket size diaries of the 
type generally used as gifts by sales- 
men of industrial concerns. We have 
a sample 4%x3”" with a simulated 
leather cover, made up with pages for 
memoranda for each day of the year, 
perhaps maps in four colors, etc., and 
an additional section of pages made 
up of engineering data and technical 
information on the advertiser’s prod- 
ucts. 
R. M. Quarry 
R. M. Quarry Advertising, Ham- 
ilton, Ontario 


Rising Heat Fans 


Can you give us two or three dis- 
tributors or manufacturers of ‘rising 
heat’ fans and bearing assemblies? 
We want the entire assembly. In oth- 
er words, jeweled bearings and the 
point mounted on heavy wire. 

JAMES O. MELTON 
President, R. R. Kellogg Adver- 
tising Services, Inc., Los Angeles 


Letter Reproduction 


e I thought “Letter Reproduction,” 
appearing in the July AR, an excel- 
lent summary of reproduction meth- 
ods. May we have permission to re- 
produce the article in our Direct Mail 
Idea Library? 
A. M. Potrier 
Editorial Director, The National 
Research Bureau Inc., Chicago 


Throw-Away Viewers 


e One of our clients has asked us to 
inquire about the possibility of ob- 
taining cardboard “throw-away” 
hand viewers for 35mm color trans- 
parencies. We would like to know if 
you could give us the names of one 
or more companies which would 
manufacture such a device. 
W. C. SIEFERT 
Acct. Executive, Ervin R. Ab- 
ramson, Inc., Milwaukee 





,.. and you say you've had advertising 
experience!” 
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BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 






















Dr. Pepper Display: 
Designed from an 
ektachrome. Printed 
in 4 color process. 
Size: 18” x 26” 











lts value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel . . . so new . . . so valuable looking it receives 
instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses . . . For stores, on windows, doors and inside walls . . . as a mobile or a shelf-talker . . . on merchandise, 
attached to appliances to sell at P.O.P...... for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix . .. Other types of plastic signs are unsightly because they wrinkle. This 
clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 






Write for information: 
ULLMAN GRAVURE, INC. rans|D ™ 
319 McKIBBIN ST., BROOKLYN 6, N. Y. + HY 7-3700 | rans lastix 

A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
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NAZ-DAR 
5500 


FAST DRY 
SILK SCREEN 
INK 






Enables perfect 
color matching in 
point of purchase 
displays 





thats ni 
best because you use it 


straight from the can. Dries 


in seconds. For all paper and 


1». 0900 is 


cardboard displays. 


FREE COLOR CARD: Write for two 
5500 color cards showing all 26 colors. 
Keep one at your desk and give the other 
to your silk screen printer. You'll have a 
perfect color reference for all your silk 
screen display jobs. 


SPECIFY NAZ-DAR INKS 
FOR SILK SCREEN 
PRINTING PERFECTION 


the NAZ-DAR company 


461 MILWAUKEE AVENUE 
CHICAGO 10, ILLINOIS 
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OU/ 
I SOLVED IT 





Have you solved a work-a-day problem simply and effectively? 
Tell us how, in not more than 200 words, with pictures or draw- 
ings where possible. ADVERTISING REQUIREMENTS will pay $10 
each for items published here. Send materials to Editor, ADvER- 
TISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. No material 
will be returned unless specifically requested, and accompanied 


by return postage. 


Stops Exposure Difficulty 
With Bank Coin Wrappers 


Often, when receiving a roll of 
film back from the developers after 
a quick outdoor shooting job, I found 
the bright sunlight had leaked in at 
the edges of the film roll. 

I was having this difficulty because 
in my haste to quickload, I often tore 
the only film protection I had, the 
regulation cardboard wrapper which 
came with the roll. 

Ordinary quarter coin wrappers, 
easily obtained at the bank, proved 
to be my answer. Since they are flat, 
I could carry large quantities in my 
pockets as replacements, and they 
were just the right size to securely 
hold 120 and 620 film that I used for 
my reflex cameras. The wrappers will 
hold the film securely by merely 
twisting the ends tight as you would 
around a roll of quarters. 

Epwarp F.. PELTESON 
Advertising, Viking Air Products 
Cleveland. 


Production Man Finds Way 
To Cut Preparation Costs 


My problem was to reduce costs on 
the original preparation of 26 eleva- 
tor cards of fast-selling items. 

The job had been running approxi- 
mately $120 since it seemed to call for 
type-set at our typographer, photo- 
stats of the art and then a paste-up 
and one negative with retouching 
and 26 positives the same size for the 
finished job. 

Obviously if I were going to cut 
costs I had to change or eliminate 
some of the procedures we had been 
using. 

My first step was to have the type 
set on our Printasign machine used 
for making all the store signs. This 
cut out the typographer’s charges. 

Secondly, I had negatives made of 


the type to layout size and also had 
one negative of the art made to size. 
Then I had all the negatives pasted 
up on black paper and touched-up 
the joint lines with black ink. Finally 
I ordered 26 positives the same size. 
Result? The total costs of the $120 
job had now been reduced to approx- 
imately $35! 
I hope that the above will prove 
useful to other production men. 
Marvin GIBBERMAN 
Advertising Production Mgr., 
Saks-34th, New York 


Solves Numbering Problem 
With Series of Holes 


An assignment to print a thousand 
company books that—for security 
purposes—had to have the covers and 
each page bear the book’s number 
spelled “problem” to me because the 
only printing equipment I had was a 
1250 Multilith without a numbering 
attachment! 

I found the answer to my worries 
by placing three sets of numbers as 
follows: 1234567890, in the binding 
edge of each page and cover. These 
numbers were stripped in by the 
platemaker in perfect register and 
printed that way. 

After each book was gathered, it 
was then drilled in any combination 
of three 4%” holes. The combination 
of holes then signified the number of 
the book. For example: drilling the 
underlined digits would indicate 
book No. 117: 1234567809—1234567890 
—1234567809. 

This system gave us an absolute 
record of each book, including each 
individual page. Also, since the 
binder fastener hid the numbers from 
view, the book presented a better 
appearance for sales presentations. 

WituiaM E. BerrESHEIM 
Adv. Mgr., Kritzer Radiant Coils, 
Chicago 





DECEMBER 1956 
1-31 


Holiday Butter Cookies Days . . . spon- 


sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6. 


Holiday Eggnog Time . . . sponsored by 
American Dairy Assn., 20 N. Wacker 
Drive, Chicago 6. 


Pan American Health Day ( Presidential 
Proclamation ) 


National Prosperity Week . . . sponsored 
by Christmas Club Corp., 230 Park Ave., 
New York, N. Y. 


10 


United Nations Human Rights Day ( Presi- 
dential Proclamation ) 


11 


JCI Day . .. sponsored by Junior Chamber 
of Commerce International, 21st and Main 
Streets, Tulsa, Okla. 


15 
Bill of Rights Day 
Boston Tea Party 


17 


Pan American Aviation Day ( Presidential 
Proclamation ) 


25 
Christmas Day 


s 66 99 
a Continuous ‘“‘floorshow’’... 
New Year's Eve ( Watch night ) 


CRUCUCOCRUREROEOREORECHERECOCOORCRCUREOCOHECEROCUOSCCRRROGRORRORRORERRGGRORES 


To sell out the house, feature your 


product in a continuous “floorshow.” 
WHAT’ HE SAY ? Use H&D Selmor® Displays. 


oe HINDE & DAUCH 


~t'e 10 Subsidiary of West Virginia Pulp and Paper Company 
ee. 2 

¥ 2 13 14 15 10 17 A 
18 19 20 21 22 232 


| Lede, / 
@5 26 27 28 29 3 For FREE BOOKLET—’’How To Select Vending Displays’’— ‘ f 


write Hinde & Dauch, Sandusky, Ohio. eS 


a i ee i ee ee ee ee ee ee ee ee a cy 
“. . . doesn’t drink or smoke and can't see | 


us ‘til he gets back from his hunting trip.’ 
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CHICAGO’S THIRD 
SEMI-ANNUAL 


national 


advertising 


industries 
EXPOSITION 


SEPTEMBER 
16 turv 19 1956 


AIR-CONDITIONED 
THIRD FLOOR EXPOSITION HALL 


MORRISON HOTEL 


CHICAGO, ILLINOIS 








Featuring the newest in — 
SALES & ADVERTISING HELPS 
PRODUCTION & PROMOTION 

DISPLAYS—GRAPHIC ARTS 
PACKAGING 

VISUAL AIDS—SIGNS 
PHOTOGRAPHY —PREMIUMS 
FILMS—ART—PAPER 

AND ALLIED PRODUCTS 
AND SERVICES 


* Over 6000 
Attended Last Show! 


Over 6,000 advertising and sales promo- 
tion men and women, from the Chicago 
Metropolitan area and several surround- 
ing states, visited the last NAIE. These 
included Advertising and Sales Direc- 
tors, Sales Promotion Managers, Mer- 
chandising and Display Managers, Pre- 
mium and Business Gift Buyers, Art 
Directors and Photographers, Trade As- 
sociation Executives, Graphic Arts Buy- 
ers and Producers, Advertising Agency 
Executives, Direct Mail Department 
Managers, and Top Executives. 


Write on Business Letterhead 
for GUEST TICKETS or 
EXHIBITORS INFORMATION 





NATIONAL ADVERTISING 
INDUSTRIES 
EXPOSITION 


MARCUS W. HINSON, 
Associate Director 
19 S. LaSalle St. 
Chicago, Ill. 

Ph. State 2-6337 
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e Management in Action, Lawrence 
A. Appley, American Management 
Assn., New York, 382 pages, $5.00. 
... The subtitle, “The Art of Getting 
Things Done Through People,” gives 
a clue to the book’s contents. Chap- 
ters originally appeared in various 
AMA publications. Mr. Appley takes 
up the character of an organization, 
the effective leader, management 
and communication, the profit motive 
and the making of a manager, and 
presents his personal philosophy of 
management. His writing is pithy 
and to the point. Among the best 
chapters is “Management the Simple 
Way,” in which he stresses that good 
employe relations are the most im- 
portant contributing factor to a 
sound and successful business. He 
then outlines twelve human motives 
and desires that should be considered 
in building sound employe relations. 
The final chapter, “Personnel Man- 
agement at Mid-Century,” is adapted 
from a paper delivered at a sym- 
posium on industry relations held at 
Princeton University. 


© Developing Effective Supervisory 
Newsletters, Robert Newcomb and 
Marg Sammons, American Manage- 
ment Assn., New York, 90 pages, 
$3.75 . .. Two well-known industrial 
consultants take a close look at 23 
management newsletters to super- 
visory personnel and come up with 
some shrewd, practical suggestions 
for using similar communications ef- 
fectively. Essentially a how-to-do- 
it manual, their book sets forth basic 
principles and gives practical hints 
for writing newsletter copy, planning 
format, producing and distributing 
the newsletter and evaluating the re- 
sults. Three cardinal rules, they say, 
for writing copy, are: 


e Keep it brief 
e Keep it simple 
e Keep it conversational 


They list a range of typical newslet- 
ter subjects from “accident preven- 
tion” to “work simplification” and 
then show the supervisory letter 
editor how to gather his copy, present 
it and check readership interest after- 
ward. 


e VIP, A Directory of Very Impor- 
tant People, Chicago Edition 1956, 
Printing Industry Corp. of America, 
Chicago, $5 ... A finger-tip directory 
of “who’s who” in Chicago contact 
work, this book lists names, address- 
es and phone numbers of about 1,500 
local PR men and other special con- 
tacts useful to advertising and PR 
men. It’s organized alphabetically 
into sections such as advertising 
agencies, airlines, associations, banks, 
hotels, and so forth, with the appro- 
priate contact for each entry. Admit- 
tedly the book attempts to hit only 
the high spots. Future editions could 
benefit by expanding the listings for 
each category. 

A special feature of the book is its 
memo pages, which alternate with 
text. The loose-leaf edition ($7.95) 
makes it easy to add names and make 
necessary revisions. 


e Modern Advertising, Harry Wal- 
ker Hepner, McGraw-Hill Book Co., 
New York, 740 pages, $6.75. .. . De- 
signed as a text for advertising 
courses and a desk reference for ad- 
men, this book covers the entire ad- 
vertising job—from research to copy 
writing, from readership surveys to 
product design, from media to lay- 
out. It differs from earlier editions 
known as Effective Advertising in 
several significant aspects. More at- 
tention is given to integrating mar- 
keting and advertising. Every page 
has been rewritten, all material is 
updated and each chapter has been 
checked by an advertising specialist. 

Recent advances such as motiva- 
tion research and cooperative adver- 
tising are discussed. New data on 
measuring readership as reported by 
Starch and Gallup and Robinson are 
included. The book draws its illus- 
trations from recent ads. A glossary 
of advertising terms and an index in- 
crease the text’s usefulness. 


/UCORREEOCECEOERCROECREORECEHOERRERCRRRECRRERRCRRREeeeEeeeeeeeeeeeeeteceeeenS 
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“I'm expecting great things from you men.” 


. . . for more details circle 583, page 121 | 












Shan andy & righ laa he 


Manufactured by Chillicothe Paper Co 





UONDIIOSS VY S UIUsIQUiN'T JSDOD jSay, ASaJ4no? Sojoyd 40]07 


A 


Sat) 


td 


a 


ro 


ea 


Pe ee ial 











Adena Offset gets the call 

more and more often these days because 
of its great versatility. 

The color of this beautiful sheet 


is a just-right white for all assignments. 


Adena’s surface and uniformity 
too are admired by pressmen and advertisers 
alike for superb performance. 


Whether the subjects to be reproduced are 


sharp and bright, 
shadow and light, or 
black and white, 


it’s Adena Offset for brilliant results. 


(Your choice of a wide variety of 
special fancy finishes makes Adena 
an even greater favorite 


for truly versatile performance.) 


yellow, black, red, blue. 


Process ink sequence: 


This insert lithographed on Adena Offset, Sorrento Finish, Basis 80. 





Queen of the Offsets 


in a wide range of sizes, 
widths, and fancy finishes 
is distributed by 


these fine paper merchants. 


Chillicothe Paper Co. 


Atlanta, Ga. 


Baltimore 
Boston 
Boston 


Buffalo 


Charleston, W. Va. 


Chicago 
Chicago 
Cincinnati 
Cleveland 
Columbus, Ohio 


Dallas 
Dayton 
Denver 

Des Moines 
Detroit 


Fargo, N. Dak. 
Fort Worth 


Houston 


Idaho Falls 
Indianapolis 
Kansas City 
Los Angeles 
Louisville 
Milwaukee 
Minneapolis 
Minneapolis 
Nashville 

New Orleans 
Newark 

New York City 
New York City 
New York City 
New York City 
New York City 
Pawtucket, R. I. 
Philadelphia 
Philadelphia 
Phoenix 
Pittsburgh 
Portland, Oregon 
Raleigh, N. C. 
Rochester 

St. Louis 

Salt Lake City 
San Francisco 
Seattle 
Syracuse, N. Y. 
Toledo 


Tulsa 


Washington, D. C. 


Wyant & Sons Paper Company 


Baltimore Paper Company 

Ford & Johnson 

Seaboard Paper Company, Inc. 
Franklin-Cowan Paper Company 


Copco Papers Incorporated 
Chicago Paper Company 
Messinger Paper Company 

The Johnston Paper Company 
The Central Ohio Paper Company 
The Central Ohio Paper Company 


Southwestern Paper Company 
The Central Ohio Paper Company 
Butler Paper Company 

Pratt Paper Company 

The Central Ohio Paper Company 


Fargo Paper Company 
Southwestern Paper Company 


Southwestern Paper Company 


American Paper & Supply Company 
The Central Ohio Paper Company 


Midwestern Paper Company 


Ingram Paper Company 

Superior Paper, Inc. 

Nackie Paper Company 

Butler Paper Company 

Minnesota Paper and Cordage Company 
Clements Paper Company 

Butler Paper Company 
Linde-Lathrop Paper Company, Inc. 
Canfield Paper Company 
Linde-Lathrop Paper Company, Inc. 
Paper Corporation of United States 
Royal Paper Corporation 
Walker-Goulard-Plehn Company 


Industrial Paper and Cordage Company 
The J. L. N. Smythe Company 

Paper Merchants, Inc. 

Butler Paper Company 

The Central Ohio Paper Company 
Fraser Paper Company 

Norris Paper Company 

Genesee Valley Paper Company 
Shaughnessy-Kniep-Hawe Paper Compa 
American Paper and Supply Company 
Wilson-Rich Paper Company 

Soames Paper Company 

J. & F. B. Garrett Co. 

The Central Ohio Paper Company 
Beene Paper Company 


Barton, Duer & Koch Paper Company 


Chillicothe, Ohio 

















Conventions 





AUGUST 


24-28 . . . Mail Advertising Service Assn. 
Int., Drake Hotel, Chicago 





SEPTEMBER 






5-8 .. . Intl. Assn. of Electrotypers & Stereo- 
typers, Inc., Lake Louise, Alberta, Canada 
10-12 . . . 18th Annual Forum, Packaging 
Machinery Manufacturers Institute, Hotel 
Statler, Cleveland 





10-13 . . . Premium Advertising Assn. of 
America, Inc., Hotel Sheraton-Astor, New 
York 


11-14. . . Packaging Machinery and Mate- 
rials Exposition of 1956, Public Auditorium, 
Cleveland 

16-19... Natl. Advertising Industries Expo- 
sition, Morrison Hotel, Chicago 

16-19 . . . Natl. Paper Trade Convention, 
Conrad Hilton Hotel, Chicago 

17-21 .. . 11th Annual Intl. Instrument-Auto- 
mation Conference and Exhibit, Coliseum, 
New York 


19-22 ... Natl. Assn. of Photo-Lithographers, 
24th annual convention, Hotel Commodore, 
New York 

19-22 . .. Advertising Typographers Assn. 
of America, Inc., 30th annual convention, 
Forest Hills Hotel, Franconia, N. H. 

20-24 .. . Motion Picture Industry Intl. Trade 
Show, Coliseum, New York 

22-25 . . . Advertising Specialty Natl. Assn., 
Palmer House, Chicago 

24-28 ... Trade Fair of the Atomic Industry, 
Navy Pier, Chicago 

27 .. . Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 













27-28 . . . American Assn. of Newspaper 
Representatives, first annual R.O.P. Color 
Conference, Sheraton Hotel, Chicago 







OCTOBER 





1-3 . . . Direct Mail Advertising Assn., an- 
nual convention, Statler Hotel, New York 
4-5... American Assn. of Advertising 
Agencies, Central region annual meeting, 
Sheraton-Blackstone Hotel, Chicago 
7-10... American Assn. of Advertising 
Agencies, Western Region annual meeting, | 
Hotel Del Coronado, Coronado, Calif. 

8-10 . . . American Photoengravers Assn., 
Statler Hotel, Detroit 

11-13 . . . Intl. Typographic Composition 
Assn., 37th annual convention, Toronto 
15-16 . .. Inland Daily Press Assn., annual 
meeting, Drake Hotel, Chicago 


















15-19 . . . Natl. Business Show, Coliseum, 
New York 
19-20... American Assn. of Advertising 


Agencies, East Central annual meeting, 
Aurora Inn, Aurora, Ohio 


20-22 . . . Screen Process Printing Assn., 
Sherman Hotel, Chicago 


21-24 .. . Assn. of Natl. Advertisers Inc., 
Drake Hotel, Chicago 


25 . . . Gravure Technical Assn. (one-day 
forum), Hotel Sherman, Chicago 


30-Nov. 2... Printing Industry of America, 
Inc., 70th annual convention, Statler Hotel, 
Los Angeles 
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CONVENTION 
BADGE “o® 


Here’s the newest thing in unusual identification badges for your sales 
meetings and conventions. It's FASSON Convention Badge Stock. All you 
do is peel off the protective backing and press the badge on your lapel . . . 
no bothersome pins, snaps or expensive holders required. The unique ad- 
hesive adheres to any kind of cloth but comes off easily without harming 
clothing. 

We'll be glad to send you samples of identification badges printed on 
FASSON Convention Badge Stock, sizes and prices. 


Mail Coupon Today. Nothing to lose, much to gain! 


SII, 


FASSON DIVISION OF AVERY PAPER COMPANY 
260 Chester Street, Painesville, Ohio 


AOL ULa RS 





() Send me more information 
about FASSON Convention Badge Stock. 








| 
| 
| 
| 
| 
KFASSOR!I 
| 
| 
| 
| 
| 


a 
DIVISION OF AVERY PAPER CO. a : 
Sales Offices in 
Boston Miami 
Chicago New York Pe 
Cleveland Oakland, Calif. s : 5 
Detroit Philadelphia City —.—. ______________ Zone tate 


. . for more details circle 557, page 121 













"PHONE: UTAH 1.4334 


- » » for more details circle 623, page 121 
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Guivep 


BY A QUINTET OF OWNERS 
WITH BROAD EXPERIENCE IN 
THEIR SPECIALIZED FIELD 


JOSEPH 
E 


MARNET 


RETAINING “the personal touch” in its dealings 
—a valuable asset to any business—may be difficult for 
some service organizations, but it has been handled with ease by 

INTERNATIONAL COLOR GRAVURE and SUPERTONE since 1945 when both companies 
were started by five partners thoroughly trained in their specialty. 


The five owners actively manage and direct the two companies to render 
reliable service for reproduction in monotone gravure and in preparing color positives. 


Each of the partners has earned a record of achievement in rotogravure engraving. 
One of them, Jos—EPH E. MarneT, has held a journeyman’s card in photo-engraving for 
nearly 35 years. Photography is his specialty and he has worked with 

the camera in the gravure field since 1936. He has pioneered in the growth 

of the process and has been closely associated with his partner and 

co-worker, Frank A. Sportelli, in the development of the color 

correction method and in various improvements in gravure techniques. 


Such background indicates the value to clients of the talents 
and pooled knowledge that guides the skilled staff working under the 
direction of the owners of INTERNATIONAL and SUPERTONE. 


39 West 60th St. 


NEW YORK 23, N.Y. 
Phone: Circle 5-8750 











ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


Noes cha 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 






Psi a 


a. 
i 


480 Lexington Ave 


SUPERTONE, INC. ‘ew york 17. NY 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Maps offer the ingenious adman 
many opportunities to bolster up 
an advertising program. Best of all, 
Uncle Sam provides the best maps 
in the world at extremely econom- 


ical prices. 


By Robert B. Konikow 
AR Managing Editor 


Have you ever thought of using 
maps in your advertising program? 

There are many possible uses for 
the inexpensive and interesting maps 
that you can get from the United 
States government. 

For example, maps can be used for 
the presentation of information, for 
lending an air of historical authen- 
ticity to printed matter or to an ex- 
hibit, as direct mail pieces, for mov- 
ing notices, as gifts, to show locations 
of branch offices—in fact, their pos- 
sible use is only limited by your own 
ingenuity. 


UNITED STATES SECTIONAL AERONAUTICAI 


APS 


YO BUSINESS 


dwertising Requirements 









2” a A - 
AN ANTON 


> Government maps aren't expen- 
sive, either. All you have to do is 
select the sheets you want, send in 
your order along with 20¢ per sheet, 
and you even get a 20% discount if 
your order adds up to $10 or more. 
The maps themselves are about 
1614x20”. 

These topographic maps, perhaps 
the biggest map bargain in the world, 
are issued by the Geological Survey 
of the Department of the Interior. 
Much of the country has already been 
mapped, and new and revised sheets 
are being issued regularly. In order 
to make sure that the exact area in 
which you are interested has been 
covered, write the Survey’s Map Dis- 
tribution Office at Washington 25, 
D. C., and ask for one of their state 
index sheets, which are free. 


>» Another important map - making 
agency is the Coast and Geodetic 
Survey, part of the Department of 


Commerce. Its interest is primarily in 
navigation, both nautical and aero- 


HARTS 








nautical, and so it produces charts 
rather than maps, but don’t let the 
technical difference between these 
two terms bother you. 

The nautical charts of the Coast & 
Geodetic Survey began to be pro- 
duced as long ago as 1807, but their 
current output is about as up-to-date 
as you can get. Revisions are made 
about every six months. These charts 
show the depths of the water sur- 
rounding our coasts, and whatever 
land features are useful for finding 
one’s way in a boat, small or large. 

Printed in blue and yellow, they 
appeal to the salt that is in the blood 
of most of us. Most af them are priced 
between 50¢ and $1. You can get a 
free catalog, or if you are interested 
only in certain sections of our coast, 
just those pages that are pertinent 


>Some of the early charts are still 
available on special order, and they 
are especially attractive from many 
points of view. They were originally 
made from copper plates, a process 
no longer used, and the old copper 
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plates, in many cases, have been pre- 
served. When your order is received, 
a proof will be pulled for you by hand. 
In addition to historical interest, 
these proofs are suitable for connois- 
seurs of fine printing. Typical of the 
maps available is the 1845 chart of 
New York harbor, 25x35”, which sells 
for $2, or the 1853 plan of San Fran- 
cisco, 18x26”, at $1, which shows the 
street and building names. Ask the 
Coast & Geodetic Survey for its com- 
plete list of early engravings. 

This agency, to meet its responsi- 
bilities for aerial navigation, moves 
inland to cover the continent in vari- 
ous series of charts. Of particular in- 
terest is its Sectional Aeronautical 
Chart series, with 24x42” sheets on 
the scale of 1:500,000, which is about 
eight statute miles to the inch. The 
base map shows the cities and town, 
the water areas, the principal roads, 
railways, distinctive landmarks, and 
the relief of the area. 

For the aviator, a good deal of aero- 
nautical information has been added, 
such as the aids to navigation, both 
radio beam paths and signal beacons, 
obstructions, airports, and so on. If 
you'd rather have a less busy map, 
you can get sheets without this air 
data by so specifying when you place 
your order. 


> These sell for 25¢ a sheet, and while 
each has a specific title, the Survey 
will do the best it can to meet your 
needs if you just ask for the Section- 
al Chart you want. Payment must be 
made with your order, so include 
your check made out to “C&GS, De- 
partment of Commerce.” 

By the way, these sectional charts 
are all on the same scale, so by trim- 
ming off the margins you can make 
a smooth mosaic of as large a part of 
the country as you want. It will take 
87 of them to cover the entire coun- 
try, and while it could make a mag- 
nificent display for one wall of your 
office, you had better measure that 
wall before you start. It will take a 
space that is 20x32’. 

A somewhat similar series, but one 
which covers the entire world, has 
been issued by the Air Force, but 
you can buy individual sheets 
through the Coast & Geodetic Sur- 
vey, which acts as distribution agency 
to civilians. The sheets are 21x28”, 
and there are twice as many miles to 
the inch, so the complete map of the 
United States takes up only about 
10x16’. But you can get just as am- 
bitious as you like and piece yourself 
together a map of the world. For this 
you'd need a wall 145x66’! 


>If you want to get closer to home, 
you might like the series of local 
aeronautical charts, sold by the Coast 
& Geodetic Survey at a quarter each. 
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These are at a scale of 4 miles to the 
inch, and at present there are 20 con- 
tinental cities included, plus Hono- 
lulu and San Juan. Their main pur- 
pose is to allow pilots to plan their 
terminal approaches. 

Going to the other extreme of cov- 
erage, you can also get world maps. 
The Hydrographic Office of the Navy 
has the most complete collection of 
these. Largest is their No. 15254, at 
$7.20, whose 12 sheets make up a five- 
color Mercator Projection measuring 
99x146”. At the other extreme is No. 
1262B, for 20¢, measuring only 
19x31”. 

Most interesting, however, is a se- 
ries of special maps, designed partic- 
ularly for our air age, issued by the 
Coast & Geodetic Survey. These have 
the technical name, ‘azimuthal equi- 
distant projection’, which is a special 
way of saying that they represent the 
world as spread out around a chosen 
point as center. On this map, every 
point represented is at the right dis- 
tance and in the right direction from 
this central spot. 


>A new such map can be made for 
every spot on the earth’s surface, so 
the total number possible is endless. 
The Survey has released a few of spe- 
cial interest. Map No. ZD-10, 25¢, 
starts from Meades Ranch, Kansas, 
chosen because it is the geographical 
center of the United States. New York 
City is the hub of No. 3042, at 40¢, 
and No. 3041, also 40¢, gives a good 
view of our relationship with Latin 
America, since its center is at Miami. 
For a really unusual aspect of the 
world, of particular importance vis- 
a-vis the Soviet Union, get No. 3040 
for another 40¢, which uses as its 
center a point near the tip of the 
Aleutian Islands. Any of these will 
arouse curiosity and attract attention. 
Historical maps have several possi- 
ble uses. Everybody is interested in 
the history and growth of his com- 
munity, and you can take advantage 
of this interest. An old map can be 
used as part of a company history, or 
even as an eye-catcher in an ad, a 
booklet, or an exhibit, but old maps 
of the right kind are not always easy 
to find. With the exception of the few 
old coastal charts mentioned earlier, 
most government agencies try to keep 
their maps as up-to-date as possible. 
The Map Division of the Library of 
Congress collects maps, old as well 
as new, and its collection of more 
than 2% million maps is among the 
largest and best in the world. 


> The Geological Survey publishes a 
great many maps that are useful as 
base maps for sales presentations and 
similar purposes. You can get simple 
outline maps, which come in various 


sizes, with varying amounts of infor- 
mation, and at prices that vary, too. 
Outline maps of all the states are 
available, with most of them at a 
scale of 1:500,000 (about eight miles 
to the inch) at 25¢ each. The sheet 
size varies, of course, but Wisconsin, 
to take one example, is 44x56”. Most 
of these can also be obtained at a 
scale of about 16 miles to the inch, for 
a nickel a copy. 

If you want the entire United States 
on one sheet, you can get them in a 
number of sizes. The smallest is 
91%2x13”, and it shows the state 
boundaries in black, with the princi- 
pal cities located and named, while 
water features are printed in blue. 
This one is only a penny apiece, while 
the largest sells for $1. This is printed 
in two sheets which, when mounted 
together, measure 51x78”. 


> Like all government publications, 
these maps are in the public domain. 
Thus if you wish to reproduce them 
you may, provided you avoid the im- 
plication that the government agency 
has sponsored or endorsed your pro- 
gram. Other than that, there is rarely 
a limitation. You can even purchase 
some of these maps in quantity, and 
have your own printer add additional 
information. 

For example, you may want to 
show the territory covered by each 
of your branch offices, or outline the 
route of a traveling display. Check 
comparative costs with your printer; 
you may find it less expensive to buy 
the base maps from the government. 

It uses excellent paper, its press- 
work in this field is tops, and its reg- 
istration is extremely accurate. 


>This summary far from exhausts 
the number and types of maps issued 
by Uncle Sam. Agriculture issues 
maps of soil types; Census has its own 
maps; the Post Office makes maps for 
its own use. The Army Engineers, 
through its numerous district project 
offices, have maps of specialized local 
interest. 

The TVA covers the Tennessee 
Valley, issuing both navigation charts 
of the rivers and reservoirs, and top- 
ographic maps of the valley. Some of 
these are for sale, others can be ex- 
amined in various local or regional 
offices; still others must be repro- 
duced especially for you. 

If you need a map that is not men- 
tioned here, you can write any of the 
agencies and ask for it. Be as specific 
as possible in describing your needs. 
If you happen to have picked the 
wrong agency, your letter will prob- 
ably get, in the long run, to the Map 
Information Office, Geological Sur- 
vey, Department of the Interior, 
Washington 25, D. C. 44 





The 
Columbus ad agency, 


some once 


By William A. Arter 

Creative Director, 

Byer G Bowman Adv. Agency, 
Columbus 


When our agency bought and re- 
modeled a huge old auditorium, it 
seemed that we could never run out 
of space. That was in 1952. In 1954, a 
second major remodeling had to be 
undertaken. It added another 4000 
square feet of office space in the rela- 
tively unused English basement. 

There remained, unimproved, a 
huge room, some 40x70’, with a gen- 
erous height of fifteen feet. It has no 
outside windows, being at the heart 
of the building, but is well lighted 
artificially. It is all clear space, un- 
encumbered with partitions or posts. 


inside story of how Byer & Bowman, 


Some of us looked at this vast hunk 
of space sadly, considering it a cruel 
waste of downtown space. It was sug- 
gested that we lease it—a rather im- 
practical idea considering its ar- 
rangement. Others believed we 
should more or less wall it up and 
forget it. One or two of us said, wist- 
fully, that it would be very nice to 
keep it for “elbow room” for some of 
the projects that come our way. 

So “Elbow Room” it became. And 
for agencies which may be looking for 
new quarters, and finding some can- 
didates too spacious, here’s what 
we've found the Elbow Room doing 
for us and what one may do for you: 


e It is a Classification Yard. I believe 
there is some such phrase in the rail- 


little used general 


has made effective use of 


purpose space. 


road business, meaning a place where 
goods may be centered and then 
routed to their several destinations. 
Incoming and outgoing supplies and 
material, client products, voluminous 
data, and other such can await trans- 
fer at this point without disturbing 
the working portions of the office. 


e It is an Odd Jobs Shop. Not long 
ago, it was the busy workroom of a 
whole crew of “de-identifiers’. Thou- 
sands of bottles of three different 
brands of beer (including our 
client’s) were bought on the open 
market. They came to the Elbow 
Room and lost their identity in as- 
sembly-line fashion. Great vats of 
detergent loosened the labels. Elec- 
tric grinders removed the painted 
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Photographic studio . . . Lots of room for a kitchen set in the Elbow Room and for a visiting 
photographer and his paraphernalia. 


names from the caps. Finally, a letter 
of identification (A, B and C) was 
slapped on each bottle and they went 
out to do their parts in a “blindfold” 
taste test. 


e It has been a Testing Ground for 
many bulky displays, merchandising 
racks and other such devices. They 
can remain on the premises long 
enough to get a thorough going over 
and yet be in no one’s way. 


e It is a Studio for Visiting Photog- 
raphers. We neither employ nor ex- 
pect to employ staff photographers. 
But until we got the Elbow Room, we 
never dreamed how practical it is to 
have a studio right on the premises. 
From the casual product shot to the 
elaborately-staged set up with mod- 
els, our studio is a tremendous time 
saver. Account executives, copy 
writers, art directors—everyone con- 
cerned with a picture—can have a 
hand in setting it up or can give it a 
quick okay, with practically no lost 
time. 

Through the cooperation of clients, 
we are able to maintain several room 
sets at all times—baths, kitchens, liv- 
ing rooms and others. These sets not 
only serve for stills, in black and 
white or color, but for tv movie spots 
and for slide-film production. We 
even produced one 20-minute sound 
motion picture in the Elbow Room. 

Best of all, none of this activity dis- 
turbs the normal operation of the 
agency, yet all agency personnel are 
on instant call, if needed. Recently, 
the Elbow Room accommodated 
three different photographers, from 
widely separate points. Each was ful- 
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filling a different assignment without 
disturbing the others. We have pro- 
vided the heaviest possible electric 
circuits to handle a three-ring circus 
like that. 


e It is a Hall. Clients have availed 
themselves of its spaciousness to hold 
demonstrations for field men or visit- 
ing distributors. It was doubly useful 
when a wall tile manufacturer 
brought in a group of key distribu- 
tors to preview a new product. A 
full-sized room set was erected in ad- 
vance. The new tile was applied while 
the visitors watched. The sales man- 
ager gave a running commentary on 
both the product and the method of 
installation. When completed, the set 
was photographed for use in adver- 
tising the new tile, and then con- 
tinued to serve various needs. The 
carpentry work involved in set build- 
ing does not disturb the office part of 
the agency. 

On several occasions, when large 
groups, such as visiting college 
classes, have come to us, the Elbow 
Room is a convenient and uncrowded 
assembling place. 


e To be candid, it has a tendency to 
become an Awful Junk Room. In 
spite of rules, quite firmly laid down, 
it is inclined to become encumbered 
with cartons, products and props. 
Debris has a way of gathering there. 
It has helped to station large waste 
containers about the room. But at in- 
tervals the agency receptionist has 
to announce in a “Now-hear-this” 
tone, over the voice-paging system, 
“There will be a general clear-up of 
the Elbow Room”. Anyone who has 


client property to protect is urged to 
protect it. Unguarded trivia get the 
heave. 


>I haven’t begun to mention all the 
things the Elbow Room has been to 
us. Every day finds some new use. We 
can’t imagine getting along without 
it. 

If you are searching for quarters, 
and find ones that seem too spacious, 
consider the usefulness of elbow 
room. 44 


College Schedules Courses 
In Advertising Design 


Two courses in advertising art, de- 
signed to provide a background in 
professional skills, will be offered at 
Hunter College, New York, starting 
Sept. 17. A lecture course in advertis- 
ing and editorial art will deal with 
layouts, mechanicals, type specifica- 
tion, illustration, tv art and other as- 
pects of these fields. Slides and 
motion picture demonstrations will 
supplement the lectures. 

A workshop in advertising layout 
will cover typical professional prob- 
lems, including paste-ups, color sep- 
arations, layouts from roughs through 
finished comprehensives, direct mail 
and package art. Students will work 
under supervision and learn to build 
an ad from start to finish. 

Both courses will be conducted by 
George A. Russell, design consultant. 
Additional information and registra- 
tion forms may be obtained from the 
School of General Studies, Hunter 
College, Room 241, 695 Park Ave., 
New York 21. 44 


Remington Uses Ribbons 
That Match Letterheads 


A four-color illustrated booklet 
introduces the new electric typewrit- 
er produced by Remington Rand, a 
machine offering a wide selection of 
type styles. Interchangeable type 
provides typing of any kind plus “ev- 
eryday” typing, the company reports. 
An added touch is its use of colored 
ribbons to harmonize with any letter- 
head. 

Besides these features, the type- 
writer has a simplified margin-set- 
ting device, an electrically operated 
fabric ribbon rewind, a new silent 
motor and an easily removed platen. 
It comes in standard French Gray 
and a number of optional colors. 

The new model is said to reduce 
typist fatigue because of its energy- 
saving features. It provides automatic 
uniformity of impression, regardless 
of touch, the company states. 44 





















ABOVE / ALL..... 


Craftint 
RTISTS’ MATERIALS! 





USE a dependable single source 


for the finest artists’ materials in the 





world..... for a broad Craftint- 
Devoe line of Show Card Colors « 
Artists’ Oil Colors « Artists’ NORD AC 

a 


Water Colors + Artists’ Specialties 









and Staples + School Supplies - 
Brushes « “‘Scrink’’ Screen Process 


Inks « Flat and Gloss Screen 













Process Colors « Bulletin Colors « 





Japan Colors + Strathmore Papers 







and Pads « Craftint Papers and Pads « 











Shading Mediums +- Drawing Inks « 










Send TODAY for your 
FREE copy of the 
brand new Craftint Artists’ 
Materials Catalogue No. 46. 


It contains 160 full-color 


PLUS Hobby and Crafts Supplies 


EO) wy Wy) CORR WH 
and many other top-level products. \ J 
Yes, CRAFTINT gives you a LIFT 1 F* 
to better ART! /\ « 


pages of valuable infor- 


mation for you. 





Cc rattint 


NEW YORK 
THE CRAFTINT MANUFACTURING COMPANY CLEVELAND 
Main Office: 1615 Collamer Ave., Cleveland 10, Ohio CHICAGO 
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PERFECT GIFT FOR BUSY BUSINESSMEN... 


NEW REMINGTON ROLLECTRIC 


shaves your Hidden Beard ! 


Home or office, business trips or vacation, the revolutionary new 


Remington Rollectric shaves faster, shaves cleaner, shaves easier 


because it shaves the Hidden Beard that other shaving meth- 


ods never touch. 


Wherever a clean shave is a business asset. the new Remington 


Rollectric in its handsome travel case makes a welcome gift. See 


your Remington dealer about quantity gift purchases. 





Here’s your hidden beard. Whiskers Here’s how Remington gets it. The 
grow in tiny valleys. Ordinary shavers Rollectric’s Roller Combs gently press 
skim the tops of these valleys— shave the skin valleys down— pop up whisker 
only the tops of whiskers. Soon each bases into path of man-sized shaving 
whisker base grows out and your Hid- head. Each whisker is sheared off at 
den Beard can be seen and felt. its base—cleanly, comfortably, quickly. 


Gift for busy businesswomen 
... The new Remington 
DUCHESS Shaver... for 
flawless legs and underarms. 
Choice of Peppermint Pink 
or Duchess Blue 


in stunning jewel case. 


A product o; Remington Plavad division of Sperry Rand Corporation 
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AR presents the results of its annual survey 
of the habits and attitudes of admen, plus a 


guide to what is new and interesting in gifts. 


Years come and years go, but the 
problem of Christmas and of Christ- 
mas gifts always seems to be with us. 
AR’s annual survey, made among ad- 
vertising managers of companies all 
over the United States, indicates that 
the same questions about who gets 
gifts, how much to spend, and what 
to give, perplex admen as they have 
in the past. 

Most companies give gifts. The 
percentage of respondents that said 
‘yes’ to AR’s question went up to 
62%, against the 60% that came out 
of our 1954 survey, the last which 
asked that question. In 1953, how- 
ever, 68% reported giving gifts. Fur- 
ther analysis of this year’s figures, 
however, indicated that the gift situ- 
ation is worth looking into very care- 
fully. 

Although the over-all average was 
60%, when you look at those com- 
panies with 500 or more employes, 
the figure drops to 48%! If our big 
companies are considered leaders, 
this indicates a downward trend in 
gift giving. To quote the representa- 
tive of a Whippany, New Jersey, 
company: “Our gift problem is who 
to leave out; rather than risk insult- 
ing anyone we give nothing. We have 
thousands of customers and 100,000 
prospects. We make a quality product 
and must give a quality gift. To do so 
would be financially impossible.” A 
Cleveland company writes: “Most 
companies, I believe, consider it a 
‘necessary evil’ because of precedent 
and competitive practices. We have 
broken away from the habit with no 
apparent loss of good will or busi- 
ness.” A Denver firm: “An especially 
odious tradition that gets one in hot 


water very, very easily.” A Clinton, 
Iowa, reader, whose company does 
not give gifts, nevertheless makes the 
comment that “I like them and carry 
favorable feeling towards them. 
Seems that most successful firms do it 
in some form.” From South Bend, 
Indiana, comes this comment: “It is 
popular to deride gift giving as 
vicious. Personally, I think it has a 
necessary place in the business 
system.” 


>But regardless of individual atti- 
tudes towards business Christmas 
gifts, it is a phenomenon that exists 
and which must be reckoned with, for 
there is a lot of money being spent. 
AR’s survey asked what the average 
cost per gift was in 1955. The range 
was tremendous, going from a high of 
$125 to the organization in Chicago 
which reported that the 9¢ (including 
postage) they spent in 1955 was more 
than their gifts had cost in 1954. At 
that, this company complained that 
there is “not enough choice in low- 
priced items — very few imaginative 
things.” The average expenditure of 
all companies reporting was about 
$8.50, but this varied when you broke 
down the figure according to the size 
of the company. Highest sub-groups 
were those that had less than 50 em- 
ployes, whose average gift expendi- 
ture was about $9.50, with the over- 
500 group running less than $8. 


>The majority of the respondents 
spent the same in 1955 as they had in 
1954. However, 20% of them spent 
more money per gift, with only 9% 
dropping their per gift cost. There 
wasn’t much difference according to 






size of company, although a slight 
tendency for the larger companies to 
stick to the same figure could be 
recognized. 


> Nearly 20°. of the companies an- 
swering said that they give the same 
things each year. A Cedar Rapids, 
Iowa, firm explains its position by 
saying: “In our experience a gift use- 
ful to all recipients is best—hence we 
always use food.” Sometimes this is 
based on using the company’s own 
products as gifts. From a small Vine- 
land, N. J.. company: “We make 
many (for small company) gifts of 
personalized stationery which we 
print in our own plant as fill-in work. 
Seems to be well received.” Another 
firm in San Francisco has settled on 
Della Robbia Christmas wreaths as 
its regular gift, with the comment: 
“Do not favor ordinary commercial 
gifts. But these wreaths were made 
by Boys’ Republic. So our expendi- 
ture helps a worthy cause in addition. 
The gift is appropriate to all recip- 
ients.” 


> When it comes to selecting which 
gifts should be given, only 42% of the 
respondent companies give the same 
gift to every person on their list. In 
some cases, the list is divided into 
two or more categories, each getting 
a gift of different value. A Lansing, 
Mich.., firm, for example, reports that 
it buys two gifts, one for $2.50 and the 
other for $10. A Des Moines, Iowa, 
company spends 75¢ on each gift for 
one section of its list and $10 on an- 
other. 

In general, the smaller the firm, the 
more likely it is to choose different 
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QUICK FACTS 


FOR A ‘GOOD EATING 
HOLIDAY 


BUSINESS GIFT 


PRODUCT: Pistachio Nuts, 
Imported Jumbos, Slightly Salted, 
Deliciously Roasted, ‘Plump’ Nut 
Meats fairly ‘Bursting’ out of shells. 

HOW PACKED: Smartly designed Can- 


ister each containing a generous 2 
Ibs. of ‘Eating Good’ Pistachio Nuts. 


YOUR GIFT ‘PERSONALIZED’: Your name 
will be ‘Personalized’ on the side of 
each Canister . . Adds plenty of ‘In- 
dividuality’ .. (A minimum order of 
25 Canisters for this added feature 

HERE'S HOW WE ‘HELP’: All ‘Grief’ of 
Packing and Mailing taken off your 
hands . . Simply DO THIS — Send 
Your Business Gift List, on ad- 
dressed mailing labels and sufficient 
personal Greeting Cards . . . State 
your approximate ‘Sending Date’ 
and we'll ship individualized 2 lb. 
Canisters to your list, without delay, 
just for postage charge only: plus 
the cost of the Canisters ordered. No 
Charge for Packing and Shipping 

. When job is completed, you get 
just one invoice ‘Collective Post- 
age’ and cost of Pistachio Canisters 
ordered ... You remit with just one 
check. Rated firms shipped on open 
account, 


YOUR COMPLETE COST plus postage: 
$3.00 per 2 lb. Canister (100 or 
more $3.25 per 2 lb. Canister 
less than 100 
12 Canisters... 
MAKE THIS YEAR an ‘Easy One’ for 
Business Gifts... We'll do the work 
you get the compliments .. . (If 
you wish to handle this task yourself, 
we'll make ‘lump shipment’ of indi- 
vidual Canisters, boxed for mailing 


“Colossal” 
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Chicago Almond Products To. 
P-ocessors of Nut Products since 1933 
(Dept. AR) 


3322 WEST NEWPORT AVENUE 
CHICAGO 18, ILLINOIS 
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things for different recipients. Only 
28% of the group of smaller com- 
panies, those with less than 50 em- 
ployes, settled on a single gift for 
their entire list. This percentage went 
up to 36% for the 50-100 employe 
companies, to 41% for companies 
with staff of 101-500, and jumped to 
53% for the largest companies. Some 
of these big concerns reported some 
effort to individualize their giving by 
turning the selection of gifts to the 
individual salesmen or branch man- 
agers, in an attempt to retain some of 
the personal feeling of the season. 


> Within the companies responding, 
top management played a major role 
in the Christmas gift process, taking 
an active part in all phases of the 
decision-making. When asked to in- 
dicate who selected the type of gift, 
top management was checked on 42% 
of the cards, the advertising or sales 
promotion manager 25%, and the 
sales manager an equal number of 
times. With the larger companies, top 
management, of course, plays a lesser 
role, with the advertising manager 
increasing in influence. Once the type 
of gift is decided, the advertising 
manager or the sales promotion man- 
ager figures in more decisions than 
any other staff member. In the very 
smallest companies, top management 
plays a dominant role, but here these 
functions are often combined. 


>By the end of July, 65% of the 
respondents had indicated they were 


No impression 


Paper weight 

Liquor 

Calendars 

Book matches 

Ball point pens 
Cheese 

Ash trays 

Box of Celery 

Bridge cards 

Cheap cuff links 

Pine boughs and cones 
Flowers 

Expensive portable bar 
Things with huge company trade marks 
Photo album 

Date book 


still in the market for their Christmas 
gifts, with many of them expecting 
not to order until the last minute. In 
this case, it was the smaller firms that 
were more far-sighted. Already set- 
tled, according to the responses, are 
65% of the group of smallest com- 
panies, but three-quarters of the 
largest group had yet to make their 
final selection. 

A wide variety of gifts had been 
chosen by the comparatively small 
number of early birds. This list in- 
cluded, of course, all those companies 
who give their own product or the 
identical gift year after year. For 
them it is simple to place an early 
order. Those that have to pick anew 
each year do not find it too easy. 
Some companies indicate that this is 
the greatest headache of the Christ- 
mas season. Others hold their own 
gift show on or around July 1, and 
then select their company gift on the 
basis of comments from key execu- 
tives. 


>The survey uncovered a wide as- 
sortment of comments, directed both 
to the principle of gift-giving, and to 
the problem of selection. Some of the 
comments follow: 


e Should have utility, long life, qual- 
ity, and be different.—Winter Park, 
Fla. 


e Should be practical and in good 
taste or not done at all.—Wichita, 
Kans. 























GIVE THE MAN PLAYBOY 


Of course, you could send him the traditional cravat or the practically classical ‘‘partridge-in-a 






pear-tree,’’ but we suspect he wouldn’t be half so pleased as he’s going to be with a year’s subscrip- 
tion to PLAYBOY. Here is a fresh, bright package of color, humor, satire, fiction, fashion, and 


FAR MORE POPULAR—PLAYBOyY is already the 
largest selling quality priced (50c or over) men’s 
magazine in America. More than 750,000 men buy 
PLAYBOY every month. Only eleven go out and buy 
partridge-pear-tree ensembles (very latest figures). 


MUCH LOWER COST-—Just $6.00 for the first 
PLAYBOY subscription, and $4.00 for each of the rest 
of the names on your executive gift list. The 
partridge-in-a-pear-tree deal is about $48.00 more 
per executive—and that’s for a very small pear tree 
and a pitifully undernourished partridge. 


GREATER CONVENIENCE-—Give the man 
PLAYBOY—in fact, give them all PLAYBOY, and we 
will spring into action to process your order. Every 


entertainment that will get top-of-the-mail attention twelve times a year. 


CHECK THESE BIG PLAYBOY ADVANTAGES OVER PARTRIDGES-IN-PEAR-TREES: 


PLAYBOY IS ALSO WIDELY RECOMMENDED OVER THESE ALTERNATIVE GIFT SUGGESTIONS: 


name on your list will receive a handsome gift card 
during the first week of December. Subscriptions 
will begin with the big holiday issue right at 
Christmastime. PLAYBOY automatically takes 
care of everything. On the other hand, there is 
absolutely nothing at all convenient about giving 
partridges-in-pear-trees. In some states there are no 
licensed partridge-in-pear-tree dealers. 


MORE FAVORABLY RECEIVED—Smart, so- 
phisticated, urban type executives who receive 
PLAYBOY are apt to comment every month when 
their copy arrives, ‘““How very thoughtful of them 
to send me PLAYBOY.”’ People who get partridges- 
in-pear-trees are bothered by the necessity of laying 
in a big supply of bird seed. 


TWO TURTLE DOVES, THREE FRENCH HENS, FOUR COLLY BIRDS, FIVE GOLD RINGS, SIX GEESE A LAYING, SEVEN SWANS A SWIMMING, 


11 E. SUPERIOR — 
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EIGHT MAIDS A MILKING, NINE DRUMMERS DRUMMING, TEN PIPERS PIPING, ELEVEN LADIES DANCING, OR TWELVE LORDS A LEAPING 


Kind of narrows the field—doesn’t it? Guess it’ll have to be PLAYBOY. It’s a choice that’s bound to 
please. So, if you’ll just send us your list . . . Oh, one more thing—don’t forget to tell us how you 
want your name and the recipient’s name to appear on the gift cards. We’ll bill you, if you prefer. 


PLAYBOY BUSINESS GIFT SUBSCRIPTION DEPARTMENT 
CHICAGO 11, ILLINOIS 
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Slip Off the Cap... 
It’s Ready for Use! 


al 





Works like a charm. Holds 100 
staples in barrel. Fastens 12 
sheets as securely as 2. Weighs 
only 112 ounces. 


nya ila IMPRINTING 


The colorful plastic barrels can be 
beautifully imprinted by the silk 
screen or hot press process. 


ATTRACTIVE al aM) os “ 


Each Duo-Fast 
Pocket Stapler 
comes in an at- 
tractive, hinged 
cover, gift box, including a 
box of 1000 refill staples. 


LIBERAL AT RR MSL Rs 


The nationally advertised retail price 
is $2.95. Liberal quantity discounts 
are offered, including imprinting 
costs. 


Unconditional Guarantee 


The Duo-Fast Pocket Stapler is a quality 
product, fully guaranteed. If anything 
goes wrong with it, the factory will re- 
place or repair it without charge. 






Write today for Brochure PS-8 giving the 
complete story on uses, imprinting and 
ae prices on the DUO-FAST POCKET 


DUO-FAST 


DUO-FAST SPECIALTY COMPANY 


860 Fletcher Street « Chicago 14, Illinois 
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When Men Pick Their Own Gifts . . 


People don't often get a chance to 
pick out their own gifts, but when they 
do, what do they actually choose? Very 
often, it is not what you might have pre- 
dicted. Who, for example, would have 
suspected that the most popular gift 
in the $7.45 group would be bathroom 
scales? Who would have dared to 
choose this for an entire list? The follow- 
ing figures were supplied by Certif-A- 
Gift Co., Evanston, Ill, based on the 
choices made during last year’s Christ- 
mas season. Each group contained 12 
gifts which could be chosen, with the 
exception of the $10 and $12.50 groups, 
which had only 11. Only those gifts se- 
lected by 5% or more in each group 
have been listed. 


The $4.85 Group: 


Cherrywood Salad Bowl Set......13.6 
Imported Brass Wall Plaques....12.2 


Brass Silent Butler... 6.9 
Cherrywood Salt & Pepper Mill. 6.7 
Rubel BBQ Tool Set... Sone Oe 
Sebo Tray Bet Se... $.2 
The $7.45 Group: 
Hanson Bathroom Scales............ 23.2% 
Ekco Kitchen Tools........................ 12.1 
Sheffield Steak Knife Set............ 11.3 
Munising Carving Board.............. 10.7 
Pu Di 8.2 
Taylor Barometer ........................ 74 
Justrite Lantern Set... ........ 7.2 
Dope srevel Ree... 5.9 


Old Tryme Spice Rack & Spices.. 5.9 
The $9.80 Group: 
Aladdin Travel Kit... 33.9% 


e Most gifts are too 
New York City 


expensive.— 


e Would like to do away with it if 
possible.—Chicago 


e Make it something you can really 
use.—Duluth 


e This has become a costly and un- 
appreciated chore, and it would be a 
pleasure to be able to discontinue.— 
Chicago 


@ We like the old saying, “It is better 
to give than to receive’—Brecksville, 
Ohio 


e Think it destroys the spirit of the 
season. Business needs a lot of spirit- 
ual uplift, but standard business 
Christmas giving isn’t in any way 
spiritual.—Gainesville, Tex. 


e I appreciate and keep gifts with no 
obvious advertising.—Chicago 


¢ Do not like food or liquor gifts as 
they are not remembered. Hard 


Taylor Barometer ................... 12.0 
Trimble Patio Table... 7.7 
Coppersmith Ice Bucket... 75 
ee Gee 2OCN. 5.8 
Everlast Aluminum Tray............ 5.0 
The $12.30 Group: 
Troy Travel Robe... 22.3% 
Pair of Tile Cocktail Tables........ 15.6 
Airguide Barometer .................... 10.4 
Meted ties Set. 10.2 
Smokey Joe Grill... 9.7 
Gmobed Mom .2..:.....:......... 7.4 
Grandmother's Spice Rack 
ee IID icceisccarenitibasbencph capiiieseeos 6.2 
Solingen Carving Set.................. 5.4 
The $14.60 Group: 


Pop-Up Toaster by Dominion......23.1% 
Solingen Stainless Set 


French Steak Knife Set.............. 9.7 
Airguide Four Power 

_ Field Glasses ........... . 9.6 
Royal Holland Pewter Pitcher... . 8.7 
Trimble Tray Cart... OR 


Boonton 16-pc. Secaieicnt Set... he 6.7 

Continental Ice Bucket & Tongs.. 6.3 
The $19.45 Group: 

Dominion Electric Fry Skillet......42.9% 

Copper Classic Chafing Dish......15.6 


Travler Portable Radio................ 14.0 
Nadco Golf Cart.......................... 8.3 
TV Snack Table Set...................... 5.8 
Cultura Serving Platters.............. §.5 
The $24.40 Group: 
Travler Portable Radio................ 37.6% 
Goodwin BBQ Brazier............_..... 16.6 
Oneida Stainless Steel Service..11.7 
Springfield Blanket .................... 8.9 
SE NO on es 7.6 


goods and magazines seem best. - 
Detroit. 


@ We like to give a small gift that the 
entire family enjoys.—Cincinnati 


e Should refrain from giving and not 
expect to receive gifts.—-Cambridge, 


Mass. 


e I wish all firms would discontinue 
the practice 100%.—Lawrence, Mass. 


e Something a family can use and 
enjoy we find goes best; a man loves 
to take home a “surprise” gift. - 
Mankato, Minn. 


e Poor practice; somebody is always 
missed and feelings often hurt. — 
Napa, Calif. 


e Should be something the customer 
can use the year around to enable 
him to remember where he received 
it.—Des Moines 


e Believe all should be made to 
charity in name of recipient of gift.— 
Baltimore 


















e Believe to be on the downhill Le 
grade; hope so.—Rome, Ga. a 








e Items that can be shared by a 
man’s family leave more impression. 
—Cambridge, Mass. 

















Yi 


te Fall Rouge 
of Your Git 


Quality Zippos 





e Personal gifts best; different things 
best.—Boston 


e Gift need not be expensive but 
useful; should be selected with re- 
spect to who receives it!—Lansing, 


Mich. 





e Feel that dry selections of stand- 
ard novelty items are passing out. 
Gift should at least appear to be per- 
sonal selection of someone in com- 
pany.—North Bergen, N. J. 





e Difficult problem. Money wasted 







sometimes. Salesman should partici- u 5 

pate in cost and who should get pres- bi In many 
ents.—Houston Hit , 

e Too easy to get carried away. Cost gracious 
should be kept in line with limited 

benefits of giving.—Chicago models ! 


e Gift-giving is uninspired, unim- 
aginative and the bigger the com- 
pany, the smaller the gift.—Phila- 
delphia 

















e Give something practical; if possi- 
ble with your company name.—Des 
Moines 





¢ I think liquor, fruits and rare food 
stuffs are good presents.—Houston 


e I wish everyone that gave us gifts 
would give something that could be 
taken home and shared with family. 
—Waterloo, Iowa 









e Item for home use of non-consum- 
able nature. Let each recipient 
choose own gift.—Detroit 











e Toughest job is to select same gifts 
for both men and women.—Cincinnati 





And to top all comments, we have 
the following: 





e Like to get them; detest giving 









: Soon, your business will be saying where you give in quantity ...new 

them.—Muskegon, Mich. “< Merry Christmas to its friends. Some SILVER-FILLED and GOLD- 

will be valued customers ... and FILLED for special giving... ster- 

some your employees. A_ precious ling silver and 14-kt. solid gold to 

. . . human relationship is involved in honor top executives... magnificent 

AR Picks Business Gifts each gift. You'll want something with desk models! Every genuine Zippo 

. “ ” warm personality ...sure to be treas- windproof lighter is guaranteed to 
With A Personal Touch ured. That means Zippos! work —always—or we fix it free! 


If you’re willing, but worried, con- This year—w ith beautiful new 

cerning Christmas gift-giving, AR’s ch om net oii off eee eens yf ® 
alte ee ; . 2 thristmas—Zippo offers a true JL 

editors can sympathize fully. As the RANGE for every remembrance. 

trend toward giving business gifts 


Handsome chrome-plated models 
grows, so apparently does the selec- 
tion of gift choices, making the choice 


Always works —or we fix it free 


ZiIPPO MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont 










ol thet “right” allt harder than ever kaa KKK KKK KKK KKK KK KKK KKK Ka 
However—from the suggestions a ZIPPO MANUFACTURING CO., Dept. AR-629, Bradford, Pa, 

ceived in AR’s editorial offices—it Please furnish complete information on FULL RANGE gift Zippos. 

would seem a shame not to pick Firm a 

something that would make you re- Name Position 

membered long after the Christmas Address 


season is over. 
So, while gifts range from the 
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unique to the conventional, from edi- 
bles to “life-timers,” and from “a 
little” to a “whole lot” in price, they 
havé been chosen; by and large, for 
their “personal touch” appeal. 

We hope you'll find the gift you 
want to give in this list or at least 
some suggestions on the different 
types and varieties available this sea- 
son. Each item has the source for ad- 
ditional information indicated at the 
end. 


e Brass Toll Timer... Once a tradi- 
tion for timing breakfast eggs, these 
sand timers are becoming popular in 
office use for timing phone calls, etc. 
Glass timer holds fine white sand, 
and bright brass holder can be im- 
printed on one end. 342x134” in size. 
Weight is 10 lbs. per 100. Price per 
unit ranges from $1.65 for a 25-unit 
order to $1.25 per unit when ordered 
in quantities of 1,000. 


': “e , a Advertisers a Ce. 944 ~ 
are 7 " ¢ o . St., Publicity Park, Ann Arbor, Mich. 
THE EXECUTIVE : . Saaey Fam, Se Sen, oe 


. SN . ) 
| 2 my 
" \ ity,” &. 
TATAR aN ‘: AAT a EA\ Va smartly styled, square-cut bottles. 
" Bottles stand on a tray embellished 


for those VERY IMPORTANT PEOPLE a | withapisskin decor. Sets are packed 
S1X tO a case an retal or ‘ per 
on your CHRISTMAS LIST set. 


~ 4 . pa = Allen B. Wrisley Co., 6801 W. 65th St., 
Exclusively designed for gift giving Chicago 38. 


This unusual and attractive case, it’s sure to please the 
clipper set, features the newest, most discriminating recipient. 
most wanted “CHIROPEDIC” Cases can be handsomely im- 
toenail clipper and companion- __ printed in gold leaf with indi- 
styled fingernail clipper. In a vidual or company names, or 
rich, top-grain calfskin leather trademarks. 


4 i 


e Town House Dresser Set... Shav- 
ing lotion and masculine Cologne in 


] : 
ae Lae TTY including imprint on 
AS LOW AS / 


case and Federal excise tax. Same rere t ay 


| Chromium plated at $165 each 


ERM e eye MRM Atl) aed g Lhe 
Our complete gift packaging the labels (and gift card, if 


and mailing service saves you Pah ae 





d).and we will gift pack 





» handsome 24 Karat al Tal TEI wrapping and mail anywhere in the ° Hygrometer-Thermometer a An 
ne gold plate gift boxed and handling insures United States for only 10c per attractive, modern-designed unit that 
prompt delivery. You furnish Wath} shows not only the heat but the hu- 
Tre W. €. BASSETT. Com pany midity. 542x2%” in size, the plastic 
sase is available in a choice of Char- 

DERBY, CONNECTICUT case is available in a < 


coal, Ivory, Coral, or Mint Green. Re- 


rag tail price is $2.50. 
. . . for more details circle 572, page 121 Airguide Instrument Co., 2210 
a iat tain tata a " Wabansia Ave., Chicago 47 


Our local representative will be pleased to give you full information 





e Secretary-Saver . . . Answer the 

-LASTING OUTDOOR SIGNS ? prayers of the “Girl Friday” on your 
list with a novel ashtray designed to 

eliminate those annoying stale tobac- 

Send for FREE brochure co odors. Called “the ashtray with a 
secret,” it is made in two parts. The 
top is an attractively molded glass 








Find out why the best costs no more... why 
it’s more profitable for you to use A-M 
signs to sell your product or service. Many 


of the country's best-known advertisers dish, while the bottom section — 
depend on A-M signs. So can you... for tains a disc of green gel that kills 
trucks, point-of-sale, storefronts, product tobacco odors as it slowly evaporates. 
—and almost every outdoor purpose. Rate of evaporation can be adjusted 
SEE THIS BROCHURE AND SAVE MONEY by turning the slotted rim to control 
ON SIGNS .. . SEND FOR IT TODAY! the size of the openings in the sides of 
the lower section. The unit, complete 

ALLEN-MORRISON SIGN CO. INC. with one gel, costs $2.00 and refills 

a cost $1.00. 
Airkem Inc., 241 E. 44th St., 
. . « for more details circle 554, page 121 New York 17. 
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AMERICA’S 
aia yy 
PROMOTIONAL 








+Realistic. . . 






For Winning New Customers 
For Advertising Gifts 

For ‘Calling Cards” 
eee 

Ts tik 







Including YOUR Name and 
YOUR Ad in 100 Quantities 
or more! DOLLAR Quality 

at a fractional price! 





Regular Size or ‘‘Slim’’ 
Goldtone or Chrome 
Lavish Barrel Colors 


Your Copy Under 
BAKED LACQUER 
for Permanence 





Mae ee 


Write TODAY on 
your company 
letterhead for a 
FREE SAMPLE! 


ry 
YOur cus 








"Sales Tools to 
Build Your 
Business”’ 


ERITAGE MFG.” CORP. 


FORT WORTH 12, TEXA. 








To 
Reach 


the 
















Actual 











Buyers 








of 
ADVERTISING 























SERVICES 


put your 

















selling message 











before them 


Advertising 


























Attn: RICHARD LEIGHTON 











MATERIALS and 
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e Table Model Globe 
“World” as a gift in a newly-de- 
signed, 12-inch globe that includes 
all the many political changes made 


The 


in the last few years. Featuring a 
new selection of place names, the 
globe highlights cities grown impor- 
tant in the last ten years and elim- 
inates the large cities of yesterday 
that have become mere villages of 
today. Base and holder are of bright 
brass. Retails for $14.95. 


Rand McNally & Co., P. O. Box 7600, 
Chicago 80 


e Rally Dry Shaver A vest 
pocket-size razor that’s made to or- 
der for those “touch-up” shaves at 
the office, on trips, etc. Precision- 
made of tempered Swedish steel, the 
razor works by just rolling over the 
face and needs no water, lather, or 
electricity. A circular cutting mech- 
anism protects the skin and the in- 
jector-type blade is easily changed. 
When not in use, the two handles fold 
over to make one compact unit that 
fits into a small carrying case. Priced 
at $5.95, the shaver comes ready to 
use with a supply of five extra blades. 


Paul & Paul, 901 Highland Ave., 
Kenmore 23, N. Y. 





e Card Caddy . Handsome and 
practical for any desktop, this little 
nine-inch file ends frantic searches 
for that business card by filing 1,000 
of them alphabetically and upright. 
Of silver-gray plastic with hidden 


+ Difficult... 
+ Impossible 























“a, 
anteed by 
Good Housekeeping 






* 
‘ 
$2145 anvransio WES 


Phone our Betty Wolfe at Willard, 


Ohio 231. Tell her your deadline. 
She'll tell you if we can make it. If 


we can’t, she'll say 


so. And, if Betty 


says we'll meet your deadline . . . 


we will! 


410 Tiffin Road 
Please send me: 


Distributor 
(] Copy of “Advertisi 


worksheet) 


Firm 


- 
| 

| 

| 

| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| City 
| 


Requested by 
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] Name of my nearest QUALATEX 


(Ideas, samples, prices and imprint 


Address 


Zone 


——-— Mail Coupon For FREE QUALATEX Balloon Information ---— 
The PIONEER Rubber Company 
, Willard, Ohio 


ng Balloon Fact Pack” 


State 








! 
| 
| 
| 
| 
\ 
| 
| 
| 
| 
| 
| 


want to remember... 


3 PFAELZER STEAK 
GIFTS for your list. 
Gift 2b 
12 Pfaelzer Steaks 
8 Filet Mignon, 4 
Jumbo Boneless Sir- 


loin) all 11%" thick 


$30.00 


Order TODAY! Orders 
acknowledged 
promptly. 
Also available 
Gift 2: Box of 16 Filet 
Mignons, 11%" thick 
$30.00 
Gift 1: Box of 8 jum- 
bo Boneless sirloin, 
14" thick $30.00 
All orders shipped 
R.R. express PREPAID! 
Card enclosed. 10 or 
more boxes earn 2% 
discount. 








"Blast Frozen"’ 
for the freezer. 
Perfect arrival GUAR- 
ANTEED anywhere in 
the 48 states. 
Here’s your opportunity 
to have everyone on your 
holiday gift list enjoy the 
same flavorful Pfaeizer 
U.S. Prime Boneless Strip 
Sirloin and Filet Mignon 
served in the nation’s 
ubs, hotels and 
restaurants. Actually, 
you'll be entertaining 
them in their own home, 
treating them to a dining 
pleasure 


You send your gift list 
and your order, we do 
- rest. All steaks packed 


ing carton. 
Pfaelzer $ not avail- 
able in any store. 

For other distinctive 
Pfaelzer Gift items write 
for free Gift Guide No. 56. 






Q@ AGP ae ieee Lo 


Dept. A-1 ® Union Stock Yards ® Chicago 9, Ill. 


Requirements 


rubber legs to prevent scratching, 
the case holds a free-sliding alumi- 
num drawer that has an exclusive 
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We af ~A0% 
> RS 
Ate LOLLYPOP 7 OL eae 
r € > . » » the inexpensive, appreci 
) SEY ated impression-making, good- 
CV will giveaways that create a 
PA, po taste in customer rela- 
3. C Jt oy tionship instantly! 
s AS 
WSK Z — 
Any zw: 
trademark iS 


slogan, prod- 

uct or attention- 
getting message colorfully repro- 
duced on choice of colored sealed 
cellophane packets containing de- 
licious after cocktail-dinner mints 
or lollypops wil! provide that per- |. 
sonal touch in building patronage 7” 
and repeat business. 


Used by leading firms in every Sa 
industry and business as aid in 
sales and convention promotions. 


FREE MINTS & LOLLYS & DETAILS ON REQUEST 


ONE ie 491 Neptune Avenue 


eee Ait me ee ee 

AMERICA’S LEADING MANUFACTURER OF HIGHEST QUALITY 

MINTS IN FINEST PRINTED CELLOPHANE PACKETS FOR 
GOODWILL ADVERTISING ; 
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“Tweelin Wake 


THE PENCIL OF 1000 USES 





MARKS ON ANY SURFACE 
PHOTOGRAPHS ae 
CELLOPHANE 


PLASTIC 
wood GLASS 


PAPER FILM 
49c each 


For | 


Advertising Agencies . Newspapers 
Publishers +* Typographers «+ Printers 
Engravers « Art Studios * Photographers 

1 to 3 doz. $5.29 per dozen. 


METAL 










3 2" Refill 12 Refill 
Per Box 
25¢ 
IN BLACK, BLUE, ‘to 3 dee. 
RED, GREEN, Refill 
YELLOW, WHITE $2.70 
per dozen 
Order from your 
Stationer or Arts Supply Dealer... TODAY 


TWEETEN FIBRE CO., INC. 
Dept. AR . 2045 Fulton St., Chicago, III. 
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device to prevent cards from slip- 
ping. Complete with alphabetical file 
tabs, the unit is priced at $3.50. 


La Jolia Industries, Inc., 4616 Santa Fe 
St., San Diego 9 


e Personalized Cigarettes ... An al- 
ways popular gift with that “extra 
touch.” Custom-made Turkish blend 
cigarettes imprinted with a personal 
or company name, initials, or identi- 
fying trademark. Nicotine content is 
about 142% and tips may be plain, 
gold, silver, cork, straw, or special 
white. Cigarettes are hand-packed in 
a choice of three packages: the 
“Complimentary Pack” holding ten 
packs in a carton that’s imprinted 
with the giver’s name, costing 34¢ to 
25¢ a pack, depending on quantity; 
“The 100-Special Pack” in a hand- 
some walnut box, between $5 and 
$3.50 each; and “The Executive Pack” 
containing 150 cigarettes in a walnut 
box and a matching lighter, at a flat 
$19.75. 


James Clark Co., 207 E. 43rd St., 
New York 17. 


e Gift Guide .. . Containing 13 
mouth-watering gift suggestions, an 
illustrated catalog from Pfaelzer 
Brothers suggests such delicacies as a 
box of four king-size sirloins cut from 
corn-fed, Blue Ribbon beef for $16.50, 
a plump turkey that’s been pickled 
in rare herbs and smoked to perfec- 
tion over fragrant apple and hickory 
embers for $26, or a deluxe five-rib 
roast ready for the oven for $27.50. 
Other gift items include fruit cakes, 
rare cheeses, rock cornish hens, etc., 
at prices ranging from $6.00 to $12.50. 
All are gift-packaged and delivered 
with a personalized enclosure card. 
A gift announcement to be mailed one 
week before delivery is also available 
if desired. 


Pfaelzer Brothers Inc., Union Stock 
Yards, Chicago 9. 


e Personalized Golf Balls ...A real 
find for the golfers on your list. High- 
compression, liquid-center golf balls 
imprinted with the recipient’s name, 
company, etc. Each ball has room for 
thirteen characters including the 
space between first and last name. In 
plain white or assorted vivid fluores- 
cent shades of fire orange, neon red, 
arc yellow, and rocket red. Box of 12 
balls is priced at $12.00. 


Mark Enterprises Inc., 920 Chicago 
Ave., Evanston, Ill. 


e Convertible Picnic Case ...A 
“happy wanderer” in bright Scotch 
plaid with four legs that swing out to 
make a sturdy table 14” high for use 
on lawn, beach, patio, camping trips, 
or even as a bedtray! Light in weight, 
the case has a strong styrene handle 
and brassed hardware. Top half of 
the case contains a large Vinyl] plaid 
tablecloth, four divided styrene 
plates, four cups, and a 12-piece set- 











Hot Premium! 


GIVE AWAY 
ONE SQUARE 
INCH OF HAWAII! 


Here is a new twist in premiums! 
Give away a certified and notarized 
general warranty deed—legal in every 
respect—for actual land in Hawaii. 
Ideal as self liquidating premium. 
Commissionable to advertising agencies. 
Write for details. 


SHERFY‘S LTD. 
2126 Boyer, Seattle, Washington 
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ATCO QUALITY BAROMETERS | 
| MAKE IDEAL EXECUTIVE | 
| CHRISTMAS GIFTS | 


| Everyone talks about the weather . . . Now | 


you can do something about it. Give your | 

customers a handsome, useful barometer. They 
| 

forecast weather for business or pleasure, and | 
| decorate home or office. | 
At Local Dealers, or | 
Write for folder, or visit . . . | 
| 
| 


American THERMO-Ware ComPANY | 


INCORPORATED 1901 
12-16 Warren St. New York 7, N. Y. | 
i 
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What You 


Dont Know— 
MAY HURT YOU! 


The trade press is the back fence 
of business. We dig, delve and 


deliver clippings to you about 
any subjects you request—from 
more than 5,000 periodicals in 
the fields indicated below. 


Consumer Trade 
Religious Fam 
Medical Labor 


industrial 
College 
House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street ¢ New York 10,N.Y. 
Telephone: LE 2-5969 
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To reach... 


Buyers who read 
and 
Readers who buy 

in advertising’s 

$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 














ting of four knives, forks and spoons. 
Bottom half of the case is packed 
with mouth-watering delights in- 
cluding Ginger cookies, famous 
Brandiocas, Napoleon Rum cakes, 
Daiquiris, Sherry Pralines, Mint 
Pecans, etc. Shipping weight of the 
unit is 154% Ibs. Price is $22.95. 


Silver Spire, Box 12, Wilmette, Ill. 





e Manicure Set with Picture Frame 
. . . Imported from Solingen, Ger- 
many, this combination set has a pic- 
ture frame that pulls out to stand 
easel-fashion while the rest of the 
case drops down in back of the pic- 
ture exposing a manicure set. Solin- 
gen implements include a cuticle and 
a nail scissors, tweezers, a 414” 
triple-cut nail file and a combination 
nail cleaner-pusher. Case is of genu- 
ine top grain cowhide available in 
Tan or Brown. Retail price is $10.00. 

Griffon Cutlery Corp., 151-153 West 
19th St., New York. 
e Hanging Wall Shelf ... A gift for 
the gourmet in an antique-finish 
Sugar Pine wall shelf that holds 
eight jars of fine spices. Retail price 
of the shelf and spices is $12 with dis- 
counts available. 

Twin ~~ Gardens Inc., Lynbrook, 
e Coffee Carafe... A two-cup coffee 
warmer filled to the brim with 16 
ounces of 100% pure maple syrup. 
Carafe is made of fine oven glass with 
a contoured plastic handle and a pol- 
ished copper candle-warmer. Unit 
measures 6x414” and is packed in in- 
dividual gift boxes and mailing car- 
tons for reshipment. Sold in single 
units only, the units are priced from 
$5.75 to $6.00 depending upon the 
quantity ordered. 


Epicurean Treasures, St. Paul, Minn. 


e Desk Ensemble ... Handsome con- 
venience for the desk in an ensemble 
that includes a Constellation ther- 
mometer, a Franchise desk pad, a 
Keymatic telephone index, the Dip- 
lomat desk set, Memo stapler, and a 
Rediflame Gas lighter. Items are 





available separately or in combina- 
tions with gold trim and black, or 
golden mottle plastic. 

Brown & Bigelow, St. Paul 4, Minn. 


e This Is My Life ... A unique, per- 
sonal record book that combines the 
advantages of a personal diary, busi- 
ness record book and a _ lock-box. 
With a system of unified, integrated 
forms covering 98 subjects, this 
loose-leaf 12%2x9” book requires a 
minimum of time to keep all personal, 
business and educational records or- 
ganized and up-to-date. The deluxe 
edition contains 264 11x84” pages 
with six illustrated chapter indexes. 
Covering is of blue morocco leather 
with blue moire lining with the title 
and name of recipient stamped in 
gold on the front. An expanding 
pocket inside the back cover holds 
documents, photos, etc., and a solid 
brass precision lock with two gold 
plated keys affords complete record 
privacy. Quantity prices available. 


Personal Guidance Publishing Corp., 
570 Fifth Ave., New York 36. 


e A Skillet and a Billet of Fare... 
The lucky owner of this Christmas 
package not only “brings home the 
bacon” (hickory-smoked by the old- 
fashioned method) but also the skillet 
in which to fry it! The 9” imported 
Belgian skillet, containing 2 to 214 
Ibs. of bacon, is made of thin cast- 
iron finished in vitrified porcelain 
enamel. Unit price is $5.95 plus $1.00 
for post office insurance. 


Willi-Mar-Ket, Lake Lotawana, 
Lee’s Summit, Mo. 
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OF THESE J oor a 
PEOPLE LINEMEN 







OUTSIDE WORKERS 
TRUCKERS 
POLICEMEN 
SAILORS 
NEWSBOYS 
GOLFERS 

SKATERS 

SKIERS 
SERVICEMEN 
SCHOOL CHILDREN 


ON 
YOUR 
CHRISTMAS 
LIST? 
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e Deluxe Trav-L-Bar... A gift for 
the whole year, this portable bar will 
be appreciated on trips, picnics, 
trains, etc. Of leather-like Surtex, 
the case holds four 8-ounce alumi- 
num glasses, mixing spoon, combina- 
tion opener, and a_ bone-handled 
corkscrew while still leaving room 
for two bottles of his favorite brand 
and a bottle of mix or a cocktail 
shaker. 5144x11%x12'%%” case, com- 
plete, is $16.75. A smaller case, priced 
at $12.75, is available. 

Ever-Wear Trunk Works Inc., 1210-20 

S. Morgan St., Chicago 8. 
e French Doll... Mailed direct from 
Paris as a gift from you, this lovely 
mademoiselle wears the traditional 
laced bodice and wide skirt of pro- 
vincial France. Hand-crafted by old 
world artisans, these dolls are au- 







ime 
Warr re & 


gives comforting heat without flame! 
A Jon-e is the warmest gift you can give... 
a “‘personal radiator’’ for your customers and 
employees to carry outdoors in cold weather. 
The NEW JON-E now has a self-starting 
wick for fast igniting. To use as a lighter, just 
insert a cigarette and puff. It’s beautifully 
chrome-plated and comes in a soft flannel 
carrying bag. Fill with Jon-e <I" 
Fluid (8 oz. can, 45c) or re- 
commended substitutes 
available everywhere. Made 
to last a lifetime. Fully 
guaranteed. 


Standard Size heats 24 hours 
on 1 oz.fluid ... $3.95 
Giant Size heats 48 hours on ¢ 


1 filling $4.95 “™ ——=_ 


Colorful Gift Wrap available with “to and 
from”’ spaces for names at no extra charge. 


ALADDIN LABORATORIES, INC. 
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GET FREE 
BUSINESS 

GIFT CATALOG 
OVER 100 NEW 
ITEMS! 





3 POWER 
BINOCULARS 


with genuine pigskin 
leather case. Imported. 
Top value. Price lots of 
WOO os couse $5.95 





BAROMETER 


Walnut finish case, 
gold & blue dial, 
brass fittings. 5 in. 
diam. Accurate. 
Price with imprint, 
$6.25. 


i 


DELUXE CHROME 
SHARPENER 


for knives and scis- 
sors. Holds two 
knives. Price lots 
of 100... $1.73 
Price lots of 1000 


; 


FRENCH 
PERFUME 


in four use 
and dispose 
of leak proof 
vialettes. Popu- 
lar brands. Price 
with imprint, 17¢ 


eeexess $1.50 
LOVING 
cup f¢ ¥) 
or cigarette) j 
holder. Gold y 


or silver finish. 

For awards, 

prizes. Price ni 
with imprint, 50c 


Prices Include Your Ad Imprint, 
Gift Boxed with Greeting Card. 


Please send us your free Fall 
1956 Business Gift Catalog. 
TI cictteiearaiibdeetemcainnitiniatinaimatn 
Firm Name 

cn actinic dealiaiatitian 
i ciiceacccehceil I ie ticshea tata 


Please have your nearest job- 
ber call on me promptly [_]. 


Va aS 


—— 6 ee ee ee 


RR Lb 


944 WALL... ANN ARBOR, MICH. 
PUBLICITY PARK PRODUCTS 
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thentic in every detail and are prized 
by serious doll collectors. Dolls from 
countries all over the world are also 
available. A club plan allows special 
rates and does away with duty 
charges. A three-month membership 
is priced at $8.75. 
World-Wide Doll Club, Darien, Conn. 





e Screened Bowl .. . A hand-made 
solid brass bowl weighing 24 Ibs. and 
delicately embellished with hand- 
engraving. A removable screen over 
the top can be used to convert the 
bowl into a massive ashtray. For a 
gift of double-delight, Delicata sug- 
gests packing it with 1% lbs. of 
Sharp’s assorted English Toffee. 
Beautifully gift-packaged, the bowl 
is priced at $8.50 with Toffee and 
$7.50 without. 

Delicata Importing Co., 727 West Lake 

St., Chicago 6. 
e Cory Crown Jewel... Practicality 
gone elegant in a continental-de- 
signed, stainless steel automatic per- 
colator that boasts a 24-Karat gold- 
plated base and a smart raffia-type 
handle. The automatic flavor selector 
enables brewing to individual taste, 
then keeps it hot for hours. Makes 
four to nine cups. AC only, 115 volts, 
UL approved. Shipping weight, 514 
lbs. Retail price is $50. 

Cory Corporation, 221 N. LaSalle St., 

Chicago 1. 
e Lighter in Lucite ... A desk-top 
lighter, that also serves as a paper- 
weight, imbedded in the top of a 
block of Clearfloat, crystal-like Lu- 
cite. The bottom half of the Lucite 
block provides plenty of room for a 
miniature of customer’s company 
product, trademark, or a symbol of 
his favorite hobby. All custom-made, 
Clearfloat items are designed to spe- 
cific order. 

Clearfloat Plastic Developments, 

Attleboro, Mass. 
® Tweed’s Heavenly Icicle ... A find 
for the white-collar “angels” on your 
list! A solid tube of Tweed fragrance 
in a black and gold case that appears 
to be held by a shimmering, pink- 
haired angel. One-half ounce in a 
purse-size flacon is priced at $1.25 
plus tax. 

Lentheric, 745 Fifth Ave., New York 22 


Nice Work, Joe- 





You saved us dough 


Stretching printing budgets is an old Carey 
custom with a new economy twist — thanks 
to our unique roll-fed presses. For unusual 
printing facilities that top firms depend on, 
Call 


Art Friedman, Sales Manager * CH 4-1000 
60 YEARS OF ACHIEVEMENT 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS § 
BOOKS AND PUBLICATIONS 
SCHOOL WORK BOOKS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. + 406 W. 31st ST., N.Y. 
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A DOUBLE TREAT 


Here’s a brand new and unusual 
Christmas gift suggestion. It com- 
bines the delicacy of imported Hol- 
land Ham packed in an Italian ham- 
mered-aluminum ice bucket. The 
ham comes in various weights and 
does not require refrigeration. The 
ice bucket, created by Florentine 
craftsmen, is insulated with fibre- 
glass—keeps things cold (or hot) 
for hours. Can also be packed with 
Rock Cornish game hens or Rebel 
Cake. Gift card enclosed. Can drop- 
ship for you. For catalog sheet and 
quantity prices write to... 


GEORGE £E. McWEENEY CO. 


614 CAMPBELL AVE. 
WEST HAVEN 16, CONN. 
West 4-3411 
* 
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e Portable Barbecue Grill . 


» <A 
outdoor cooker with an adjustable, 
vented firepan that burns wood, coal 
or charcoal and gives four-way heat 
control. Unit folds up for easy carry- 
ing and the shipping case doubles as 
a carrying case. Fire is made in a 
steel fire pan with a swing-away 
handle. Cooking grill is made of 
close-mesh wire grid. Additional fea- 
tures are safe, self-bracing legs, and 
wind guards on three sides. Complete 
unit measures 18x11!2x13". 















































Union Steel Products Co., Albion, Mich. 
















e Leagues of Rations . . . The “Food- 
Of-The-Month” club offers a special 
gift-boxed Christmas package that 
contains 12 different foods from 12 
different countries. Food club mem- 
berships, featuring delicacies from a 
specific country each month, are 
available at a cost of $13.95 for three 
months on up to $49.95 for the com- 
plete twelve-month plan. Box cov- 
ers each month illustrate a famous 
restaurant in the country from which 
that month’s foods are chosen. 














The Gourmet Guild, 320 N. E. 75th St., 
Miami 
44 





Clipping Service Screens 
Business Publications 


Luce Press Clipping Bureau, New 
York, announces the formation of a 
separate magazine clipping service as 
a supplement to their nationwide 
newspaper operation. The bureau 
has offices in Kansas City, Mo., and 
Topeka, Kans. 

The magazine service, covering 
more than 3,250 trade and consumer 
publications, is provided to all clients 
along with the newspaper coverage, 
which includes 1,834 English-lan- 
guage daily papers and over 8,000 
weeklies. 44 














the right gift for 
your golfer clients! 


A\\ fs 
zt 
A Ce W ty x 
. 


~~ \\\ 
CMO ey Tare ha BED) < 6 
subscription (10 issues) io 


ONLY $2 


a 





awe 


% 








® each issue picture- 
packed with tips from 
golfdom’s top stars 
plus features and 
humor 


® attractive Christmas 
card sent to recipient 
of subscription 

® special quantity 


prices on request - 
25 OR MORE) 


@ enter a subscription 
for yourself, too 


GOLF Digest 


611 Davis Street, Evanston, Illinois 
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The Executive 


Gift 
THAT’S DIFFERENT! 


STANDARD’S 
THERMOMETER-HYGROMETER 


A beautiful desk model that belies 
its low cost. Two useful accurate 
weather instruments on one dial 
with space for company name or 
insignia. Truly a quality gift, 
equally useful in home or office. 
Available from your specialty 


jobber. 
FOR ILLUSTRATED BROCHURE Si 
. NO ON THE 
«cégK “co +STANDARD IMPRINT 
LINE OF BUSINESS 
GIFTS 
“int 
AND THE 
SWIFT EXECUTIVE 
GIFT LINE 
ee j- | i |} NaRENEEeS: 
STANDARD THERMOMETER CO. 







DEPT. AR-9, 952 DORCHESTER AVE 
BOSTON, MASS. 
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OPENINGS © 


OR 


ASHLAND, OHIO 










Oa vere N Ua 


BALLOONS 
AND BALLS 















AS) 


Eagle balloons and balls 
are proven sales builders. 
Consult us on your promo- 
tion problem. We offer 
prompt service, fast de- 
livery, highest quality. 


ey 
‘G J Write for 


i full details. 


. . for more details circle 597, page 121 


September 1956 *¢ ar ¢ 35 








presenting the 


new HIASHER badge 











Slightest angle change 


shows 2 animated 
eye-catching 
pictures 

Giant size 

Over 2% inches 


The Perfect Badge For 
Political Campaigns 
tebe lar 

Schools and Colleges 


. ; Tete dl ear 
Custom tailored designs showing 

your exclusive product, trade-mark 
emblem or slogan in flasher action 


Write for details and free sample. 


ART-MOLD Products 


PROVIDENCE 5,RHODE ISLAND 


Industrial Promotions 


Anniversaries * Centennials 


Premiums and Souvenirs 
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World’s Most Distinctive 
Christmas Cards 


Discriminating selection. Printed in 
Europe and U.S.A. Letterpress and 
lithography. Up to six colors. De- 
signed by Francois, Searle, Hoffnung, 
Piatti, Greider, Renfro, Diamond, 
Anderson, DePol, etc. 
Write for samples. .. 
PORATION | 
VOLK COR i 


Pleasantville 37, New Jersey 
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Xmas Parties for Kids 
Covered in New Booklet 


Help for the deserving personnel 
director who dares to plan a Christ- 
mas party for the children of the 
community or company is available 
in a handy little booklet bearing the 
modest title, “Planning a Successful 
Christmas Party.” 

Offered by Organization Services 
Inc., Detroit, the booklet was pre- 
pared with the help of professional 
recreation people and covers the fol- 
lowing questions concerning the 
party problem: 


Who will handle the party 


When and where should it be held 


Which children should be invited 
e How best to invite them 


e General entertainment program 
theme 


e Selection of gifts 


e Decorations and seating arrange- 
ments 


A checklist for the party committee 
and a sample questionnaire for guest 
selection is also included in the 
Christmas party booklet. 


For your copy circle No. 523 on the 
Readers’ Service Card inside back cover. 


Words Go Round 'N Round 
On Spinning Specialties 


Details on the “Spin-O-Gram’’— 
the promotion piece that spins a sales 
message—are being offered by 
Awards Incentives Inc., New York. 

The item consists of a stamped disc 
with incomplete words on each side. 
When the disc is spun, it goes “round 
‘n’ round,” blending the letters to- 
gether into any type of company slo- 
gan or sales message desired. 

The rigid top piece contains room 
for company name and address and 
a hole for a chain, turning a novelty 
item into a practical key tag. 

As an additional service, the Spin- 
O-Gram may also be converted into a 
registered key tag by having the top 
piece read: “Please Drop in Mailbox 
if Found.” The keys can then be re- 
turned to the company which, 
through a simple card index (set up 
before distribution), can return them 
to the owner. 

The Spin-O-Grams can be made 
up to individual slogan order, and 
can be ordered as a key tag with 
chain or as an individual charm 
piece. 

Additional information on this spe- 
cialty is available. 


For your copy circle No. 524 on the 
Readers’ Service Card inside back cover. 





By Harry S. Lapow 
Design Consultant, New York 


A gift is one of the oldest and most 
fundamental symbols of human com- 
munication. Deep emotions are 
aroused both in the act of giving and 
the act of receiving. A gift is a psy- 
chological act before it is a commod- 
ity or a product. This concept is tre- 
mendously important. Look back into 
prehistoric times and you will realize 
that a gift had the greatest religious 
significance—the gift to the gods to 
appease their wrath, to bring good 
fortune, to be acceptable. In all reli- 
gious history, the gift constantly ap- 
pears. We have only to think of our 
own lives to realize how important 
the gift is in our home, in our social 
life, in our business. 

Psychologists tell us that a gift is 
one of the easiest and most acceptable 
ways for a person to achieve and give 
satisfaction. I don’t have to go into all 
the various motivations—pride, secu- 
rity, guilt relief, and so on down the 
line. But any discussion on the mer- 
chandising of gift items must start 
with the recognition that we are deal- 
ing with an important emotional re- 
lationship between two people. 


>We are an outgoing and generous 
people. The gift market in this coun- 
try literally staggers the imagination. 
Consider, for instance, only these ob- 
vious occasions: Christmas, Mother’s 
Day, Father’s Day, Easter, weddings, 
births, birthdays, engagements, anni- 


The Gift Market 
Lasts All Year 


An expert tells how your product can become 


a year-round gift item; all it takes is 


the proper approach and an imaginative packaging 


idea, as these case histories show. 


versaries, religious occasions, visits, 
sick persons, showers, office parties, 
etc. Right there, alone, we have more 
than a half billion gift-giving oppor- 
tunities. And that’s a conservative 
estimate. 

I thought it would be interesting to 
get a rough estimate as to the total 
number of gifts exchanged in this 
country every year, so we took a most 
informal postcard and telephone poll. 
The figures were interestingly con- 
sistent. We arrived at the unscientific, 
but most plausible, conclusion that 
the average person gives between 40 
and 50 gifts a year, and this, of course, 
does not include the casual cigar, or 
the tip, or piece of pie to the next door 
neighbor. 

Take only the adult population of 
this country, some 100 million today, 
and we have an overall estimate of 
between 4 and 5 billion gifts a year. 
In other words, an average of more 
than 12 million gifts are purchased 
every day of the year including 
Sundays. 

One thing about this casual poll 
fascinates me—that, with only one or 
two exceptions, everybody reported 
giving more than they received. One 
unhappy gentleman replied that he 
gives about 60 gifts a year, but only 
receives two. 

I suspect that business men and 
women might each give upwards of 
5,000 gifts during a lifetime. There is 
no question but that we are talking 
about an ever-expanding market. For 


a gift plays a tremendous part in the 
everyday life of almost everyone over 
the age of infancy. And the desire to 
give has little to do with age, or sex, 
or geography—it is a universal trait. 


>Let me define what constitutes a 
gift. Price can obviously vary. It may 
or may not be a useful item. My defi- 
nition is that a gift must carry tangi- 
ble evidence that it is intended as a 
gift. It must satisfy the emotional eye 
of both the giver and the receiver. 

Almost any item can be made into 
a gift. And that brings me to my main 
theme—the specific topic of how any 
staple product or commodity, not 
generally regarded as a gift, can be- 
come one. 


>Some time last fall, a very bright 
person came up with the inspiration 
of making one of the lowliest prod- 
ucts imaginable—a beer can-opener— 
into a gift item. Some of you may 
have found it in your Christmas 
stocking —a mink can-opener. Nu- 
merous copies flooded the market— 
jeweled ones, leather ones, plated 
ones, and they sold like—well...a 
better simile than hot cakes is that 
they sold like mink can-openers. I 
say ... orchids to Melba Jewels. 
As a designer, I am frankly amazed 
at how little -the gift market is culti- 
vated. A while ago I shopped a num- 
ber of department stores for the sole 
purpose of finding out how actively 
the gift-package appeal was being 
pushed during a non-holiday season. 
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“JEWELED” & b EW ELED. 


SEVESAS peek JPEN ER BEVERAG t 


A Novelty Idea . . . that caught on through 
the sheer brilliance and whimsicality of 
Melba Jewels, its producer. 







heres FREE 


aS em le 3 
ON YOUR CONTAINERS 








I kept looking for items that might 
attract the eye and the impulse of 
the average buyer to purchase as a 
gift or help the average gift-seeker. 
The cosmetic, candy and jewelry sec- 
tions had many attractive packages, 
almost all of which could stir the de- 
sire to purchase. 

Then I visited a hardware depart- 
ment. There was not a single item 
that spelled gift. And yet, in the mid- 
dle of spring, there was a wide-open 
market for “do-it-yourself” products, 
not only as gifts to others but, almost 
as important, as gifts to one’s self. 
The same lack of imagination, the 
same lack of active merchandising, 
was repeated in section after section. 

What better place than a depart- 
ment store, which attracts the roving 
shopper, to emphasize gift appeal? 
It is done at Christmas and the re- 
wards are high. But, as we have 
pointed out, gift giving is a year- 
round business. It is not enough to 
dress up Cinderella once a year for 
the ball. Dress up your Cinderella 
products month in and month out. 


If your company uses shipping containers 
this new book is a gold mine of valuable 
information. “Advertising on Containers,” 
is packed with detailed information on how 
to take full advantage of shipping containers 
as a medium for highly effective low-cost 
advertising. It presents results of surveys 
and studies on the subject. It contains many 
ideas for preparing container advertising. 
Some of the country’s leading companies 
have benefited greatly from Stone’s ideas on 
container advertising. You can too. 


THIS FREE BOOK 


aby p 


TT 
Caen ha 


> Now let’s turn to actual cases: 

I have deliberately chosen my first 
examples from a field in which I have 
done much work-—soft goods. This is 
an industry that traditionally had 
paid little attention to packaging, let 
alone gift packaging. It is, as you 
know, primarily a bulk goods busi- 
ness. The last few years, however, 
this Cinderella has begun to look 
for its glass slipper. For me, it has 








@eeeeeeeeeeooeeeeeeeeee oe f 3 J . 4 
: ARS6 ° been a very fascinating and re- 
° ° 
: STONE container corporation 3: 
INDEPENDENT : 4202 W. 42ND PLACE « CHICAGO 32, ILLINOIS ¢ 
: Without obligation please rush me your new FREE . 
SURVEY PROVES ° Book, ‘Advertising on Containers.” ° 
& ° e 
EVERY CONTAINER > Name. .ccccccccccccccceccnecvcccccesccecose = 
° . 
I Wi icxacscinovsndvsnssnnenarensevnenes : 
° + 
all SS IRs 0 o6s ci crceeteccosoceveesseeseeserede . 
1100 PEOPLE . . 
-) Mrs seeRes se oeadndes Zone... .State. .ccccsces ° 
° Plants and offices in most principal cities. ° 
° 
citinbeeednesbeiseneeietieebeneererrentnns A Box and a Ribbon ... was al! that was 


needed for Dan River to make sheets an 
acceptable gift. 
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warding experience to be part of some 
of the pioneering advances which 
have been made. 























e Dan River Mills has a good seller 
in its staple item of scalloped-border 
sheets. Here is how it was packaged 
the last few years. 

Recently, they made the decision to 
present these sheets and pillowcases 
dressed up as gift items, and they de- 
vised a white-and-gold package, the 
tray of which is completely wrapped 
in vitafilm. According to Eugene 
Cogburn, General Merchandise Man- 
ager of Domestics, at Dan River Mills, 
“This change transformed an average 
seller into a tremendous merchandis- 
ing success with a correspondingly 
higher profit for both manufacturer 
and retailer. This new package led 
to impulse buying, greater ease of 
display and handling, and far fewer 
returns due to soiled merchandise.” 
















Imported Bread Basket . . 
inative factor that made an attractive gift 
out of prosaic dish towels for Marion’s of 
California 


. was the imag- 





















e Another company, Marion’s of Cal- 
ifornia, tried an experiment with a 
staple that is certainly not generally 
regarded as a gift item—dishtowels. 
They tried and found that even fancy 
wrappings could not completely take 
the dishtowel out of its present mun- 
dane category, so they added a new 
element—in one case an imported 
wicker bread basket in which the 
towels were attractively placed. They 
tied the whole thing up gaily in cello- 
phane. This item now shouts, “I am 
intended as a gift”. The important 
point to remember here is that the 
customer is ready to pay a consider- 
ably higher price because he is get- 
ting something extra—in this case a 
wicker basket. 


























e Lever Brothers did much the same 
thing when they hit upon the idea of 
presenting Lux Soap with gift appeal. 
One fundamental change had already 
been made in the product—the addi- 
tion of a glamorous gold wrapper. 
Even so, it remained a bar of soap. 
So they went to the textile field, got 
an attractive hand-towel and boxed 
six cakes of gold-wrapped Lux with 
this hand towel in a simple but ap- 
pealing gift box. 





whatever you need... 
AVERY LABELING will 
save you time and money 





































Avery pressure-sensitive Labeling 
offers you a new approach...an 
easier and better solution... wher- 
ever you need to code, identify, in- 
struct, warn, route or inspect. It’s the 
modern low-cost method of labeling 
to do the job quickly and efficiently. 
Avery Labels can be designed and 
produced in the exact size, shape and 
color you need... individually die- 
cut on sheets or rolls for manual or 
automatic labeling! 








1. NO MOISTENING—EASY TO APPLY 


One simple motion—a fingertip pressure 
—and Avery Labels are on in an instant— 
without moistening! No waste motions in 
handling or sorting loose labels—no messy 
gluing or wetting. 


2. STICKS TO ANY CLEAN, 
SMOOTH SURFACE 


Metal, plastic, glass, cellophane, metallic 
paper, pliofilm, polyethylene, ceramics, 
wood ... and many other surfaces... are 
being easily and quickly labeled every day 
with Avery pressure-sensitive Labels. 





















3. NEAT, SMART APPEARANCE 


Will not pop, peel or curl even under 
extremes of temperature and humidity— 
even stay neat and attractive with rough 
handling. 
















4. SPEEDS PRODUCTION 


In all industries . . . in hundreds of ways 
. . . Avery Labels are saving time, labor 
and money every day. Avery Labeling is 
geared to your own type of operation— 
either fast, production line speed or inter- 
mittent labeling. 




















5. THEY'RE PRICED RIGHT 


In terms of economy and improvement, 
actual case histories prove that Avery 
Labeling is the most economical method 
you can use in your production operations. 
















Name 
Company 


Address 






AVERY ADHESIVE LABEL CORP., Div. 113 


117 Liberty St., New York 6 ¢ 608 S. Dearborn St., 
Chicago 5 ¢ 1616 S. California Ave., Monrovia, 
Calif. ¢ In Canada, 207 Queen’s Quay West, Toron- 
to 1, Ontario ¢ Offices in Other Principal Cities 







| am interested in labeling 
[] Please send samples and information 
(_] Have the Avery man call 
















Zone State 





Write for FREE sample labels, 
case histories 
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flat-as-a 












give your label 
SWE: OYE 
TAILORED" 1 


of this 


IDEA 
BOOK 


It’s full 
of label, 
sticker 
PiteMecarwiwey ..it's FREE! 
ideas you canjuse. 

ee. send forlyours! 


The Brown-Bridge |Mills,Inc. 
Troy, Ohio 
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HOW MUCH ARE 
YOU OVER PAYING 
FOR GLOSSY PRINTS 


59 East Illinois Street 
Chicago, Illinois « WHitehall 4-2930 


WRITE US OR CALL US TODAY 
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Gold Plating . . . made an executive gift 
out of a routine office appliance. 


e For variety, let’s turn to a product 
that for years has been about as un- 
glamorous and un-giftlike as you can 
imagine—the simple office stapler. The 
Swingline people sat down one day 
and came to the conclusion that a 
stapler, and I quote from their review 
“did not have to be ugly”. So they 
designed a new one—a most attrac- 
tive, streamlined one. And, to top it 
off, they finished it in gold. Now, they 
had a product that belonged in a gift 
package. For the first time, a stapler 
could compete as a gift with desk 
blotters and fancy ashtrays and all 
the other expensive accessories that 
a businessman is accustomed to hav- 
ing on his desk. 

Swingline is carrying this gift ap- 

proach to its logical conclusion—the 
broadening of other markets. They 
plan to promote this golden stapler 
as a gift item for the home before the 
Christmas season. As they do this, 
they will also be creating a greater 
awareness for the home use of this 
product, both for the golden one and 
their regular line. 
e A recent experiment by the Libby 
Glass Division, of the Owens-Illinois 
Co., provides an excellent case study 
of the many additional advantages 
that come from pre-packed items. 
They started with 8 glasses packed 
in a protected, attractive container. 

A survey taken by the Libby Glass 
Division showed precisely what hap- 
pened when this gift was marketed. 
These are the most important lessons 
they gained during the control 
period: 

1. 63% of all hostess-set sales were 
for gifts. In addition, we may be sure 
that a good percentage of the remain- 
ing 37% were impulse sales in which 
the woman bought a gift for herself. 
2. The great incentive that this gift 
pre-pack gave to the stimulation of 
“take-withs”. Researchers found it 
took 8 minutes for a stock clerk to get 
an equivalent item wrapped and 
given to the customer. In contrast, it 
took a clerk less than one minute to 
tie up the hostess set as a “take-with”. 
This means added customer conveni- 
ence and, more important, a great 
savings in time for the salesclerk, 


thus freeing her to get on to other 
customers. 

3. Gift pre-packing reduces the dam- 
age hazard. Of 81 glasses broken dur- 
ing 5 months in one stockroom, 79% 
were bulk packed and 21% pre- 
packed. In other words, the damage 
ratio was almost 4 to 1 for the bulk 
packed item. 

4. Pre-packing obviously increases 
multiple-unit sales. 


e We return for a moment to the soft 
goods field. Harvey Newman, adver- 
tising manager of the Lubin-Weeker 
Co., men’s wear manufacturers of 
Weldon products, supplies us with a 
fine example of how to take a com- 
modity out of bulk selling and fit on 
the glass slipper of gift packaging. 
This company took a robe and a pair 
of pajamas and packed them in a 
clear acetate case shaped like a piece 
of travel luggage. It was designed to 
have visibility on both sides and so 
that the Weldon logo would appear as 
a leather insert. It was given a handle 
and could actually be carried like a 
suitcase. The result . . . sales in- 
creased 500 per cent over last year 
... their peak year. Because of this 
success, the company has now gone 
even further. Their newly designed, 
zipper-closed, re-use package is at- 
tractive, useful, durable. 


e The experience of the General 
Cigar Company, better known to you 
perhaps for their White Owls, pro- 
vides a good example of gift package 
convertibility. For many years, the 
industry has had the problem of 1, 2 
or 3-unit cigar sales. This was over- 
come, in part, by the introduction of 
5-packs. White Owls took another 
step and cello-wrapped four 5-packs 
as a gift package for special occa- 
sions. In addition, they made up an- 
other four 5-pack, known as the 
“Weekender,” for the smoker to buy 
as a gift for himself. As a result, many 
men are now buying 20 cigars at once 
for themselves. The point I wish to 
stress, in this case, is that the gift 
wrappings on these new packs can 
easily be taken off and the individual 
packs sold as regular merchandise. 





A Decorative Box . 
breakage and saved selling time for Libbey 
Glass by turning sets into gift items. 


. . upped sales, reduced 
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Mr. Postage Saver Says: 


No, Sir!! No lightweight at all... for getting atten- 
tion... for giving a direct mail piece a classy feel 
and appearance ...for making a folder, broad- 
side or brochure stand out in a crowd. And what's 
more important ... when you’re competing for a 
prospect’s time and money? The experts agree. 
Nothing’s more important than FIRST... get- 
ting attention. 


And Millers Falls Cockle Finish Onion Skin can 
do just that for your direct mail . . . get attention. 
This thin 25% cotton fibre paper can also help on 
postage. Did you know that 11 sheets of 9 Ib. 
Onion Skin, size 8%” x 11”, weighs less than an 
ounce ... will mail for a 3¢ stamp? Compare that 
to a 60 Ib. book paper. You could only mail 4 
sheets for three cents. 


So specify Millers Falls Onion Skin when plan- 
ning your next bill or package insert, product 
folder or circular. Design your piece with a french 
fold. Have your artist develop some colorful, 
swanky line art. It will reproduce like a million 
dollars either letterpress or offeet. Available in 
white and six colors. 


And speaking of printing processes, we’ve pub- 
lished a little booklet ...“A One Lesson Course 
on Onion Skin” which outlines how to handle 
Onion Skin. It’s something your printer will 
appreciate having...something you'll need if 
you're going to use Onion Skin to best advantage. 
Use coupon on other side of this sheet or write 
on your business letterhead. We'll mail you a 
copy at once, along with a sample book of our 
complete line. 


Nation’s First Manufacturer of 25% Cotton Content Onion Skin 


Millers Falls Paper Company 


Millers Falis, Massachusetts 





Millers Falls 


Yes, get acquainted with the merchant nearest you. He’s more than happy 
to answer questions, supply you with samples and dummies, consult with your printer. 
Call him now. He’s just a phone call away. 
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Send me samples and sample book of Millers Falls Onionskin 
..- all 3 finishes, please...cockle, glazed and smooth. 
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And by all means, send the booklet entitled, “‘A One Lesson Course in 
Onionskin"’. | want to know more about how to handle this paper. 


Printed on Millers Falls Onion Skin, White, Cockle, Sub. 9. 





Proud Papa Package . . . boosted White 
Owl sales through a simple packaging 
device that caught the fancy of harassed 
dads. 


Incidentally, I should point out the 
favorable success that White Owls 
enjoyed when they rode in on one of 
the most universal gift-giving occa- 
sions—the birth of a child—by pack- 
aging the cigars, to be passed out on 
this occasion, labelled, at the discre- 
tion of God and the father, “It’s a 
Boy!” or “It’s a Girl”. 


e My last case concerns the ingenious 
way in which one liquor company, 
faced with the competition of gift de- 
canter bottles, won a big gift market 
for itself by modifying only the out- 
side package—not the bottle. 

Last year, Hiram Walker intro- 
duced its Luxury Wraps for 7 of its 
brands. Bottles were packaged in 
plain white cartons which, in turn, 
were wrapped in colorful gift papers 
—a different design for each brand. 
To comply with federal regulations 
and to enable the customers to select 
the brand they want, each gift- 
wrapped package was enclosed in a 
removable cellophane overwrap. 
Upon sale, the dealer took this off, 
leaving a holiday-wrapped package 
without a word of advertising .. . not 
even the Hiram Walker trademark. 
Gummed stickers at the ends pro- 
vided space for a personal message. 

The Hiram Walker people tell me 
that holiday sales last year were, and 
I quote, “the busiest and happiest in 
our history”. In a survey made by the 
company, 70 per cent of the retailers 
said they would welcome a repeat 
for 1956. 


>In conclusion, I should like to pre- 
sent a check-list each of you can ap- 
ply to your own products: 10 ques- 
tions that will highlight how almost 
any product can become a gift item— 
1. Does the product have sufficient 
appeal, per se, to warrant considera- 
tion (in other words, no stuffed rhi- 
noceroses), regardless of whether it 
is to be used in the kitchen or worn as 
an ornament? 

2. Does the product hav e uses other 
than its primary one? This is not a 
must but can be helpful. 

3. Does the product involve any un- 


“Brod - Band” vou, 


Products with Instant-Sealing 


SPECIALLY DESIGNED TO 
FEATURE COMBINATION 
OFFERS... STEP-UP_ SHELF 
AND DISPLAY —~ 
APPEAL , 


No more need for stapling, pinning, 

taping, moistening when you “Brand- 

v« § Band” your merchandise with instant- 

49 | sealing, pressure-sensitive SELF- 

vunirpoe | SLICK Bands... Used and recom- 

Packaged Fou | mended by manufacturers of many 
Tis nationally famous products. 


WRITE today for 
sample selection and 
complete information. 


(RLF PACKAGING 
TILK pwoensx provucts co. 


4707 N. 27th Street Milwaukee 9, Wisconsin 
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Advertising 
Requirements 


sales power in the $3 billion 

advertising-production-merchandising 

market, call your AR representative today. 
Advertising Requirements, 200 FE. Illinois St., Chicago 
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pleasant personal connotations? In 
other words, it is a product that only 
the recipient would like to buy? 
(This actually is the one exception to 
the universality of commodities as 
gifts.) 

4. In what special category of giving 
might this product fit? — seasonal, 
children, holidays, religious signifi- 
cance, family significance, etc. 

5. Are there small changes that could 
be made to the product itself to 
dramatize its gift value? Could these 
be done economically and efficiently? 
6. Can the product be converted back 
to regular stock if necessary, as in the 
case of seasonal or special-purpose 
gift put-ups? 





"Better 
MERCHANDISERS 
for better 
MERCHANDISING” 


For Action .. . at the 
Point-of-Purchase 


. . . With greater Profits 
from increased sales volume 





Why Colonel NASHVILLE builds better display MERCHANDISERS 
* CREATIVE DESIGN—experience-engineering-custom tailoring 
* PRODUCTION CONTROL—five complete manufacturing plants 
*& QUALITY CONTROL— inspection rated superior 
* SERVICE—warehousing - drop shipments - complete shipping 


facilities 


Write us for illustrated folder 


NASHVILLE DISPLAY 





MANUFACTURING COMPANY 


P.O. BOX 491 
2505 Bransford Avenue @ Phone: CYpress 7-4379 @ Nashville, Tenn. 
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7. Could present production tech- 
niques handle the new package, or 
would new materials and new ma- 
chinery be required? 
8. Would gift packaging bottleneck 
regular production? 
9. Would new packaging fit in with 
sales-management and company pol- 
icy ?—fit in with advertising and mer- 
chandising plans? 
10. Would the new package not only 
create a gift market but also open 
new doors for the regular staple item 
from which it was developed? 
Measure your product against 
these ten points, and perhaps you can 
open up a whole new world of sales 
opportunity for your product. 44 


MEET 
COLONEL NASHVILLE 
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Tired of Tying? . . . New Bunn Tying Ma- 
chine features table-top pressure trip and 
automatic adjustment to weight or size of 
object to be tied. 


Package Tying Machine 
Described in Folder 


Information on an automatic pack- 
age tying machine is available in a 
folder from the B. H. Bunn Co., Chi- 
cago. 

According to the company, the unit 
can tie the average package in less 
than two seconds and will adjust au- 
tomatically to packages of varying 
sizes and shapes by compensating for 
the different twine lengths and ten- 
sions needed. 

The folder lists the advantages of 
Bunn automatic tying, a variety of 
applications, and uses photographic 
illustrations to show the four operat- 
ing steps required by the machine. 


For your copy circle No. 526 on the 
Readers’ Service Card inside back cover. 


Council Sets Deadline 
For Packaging Contest 


Deadline for entries in the Third 
American Package Design Exhibition 
and Awards Competition has been 
set for Nov. 1 by the Package Design- 
ers Council, New York. 

Open to all designers, product 
manufacturers, packaging suppliers 
and advertising agencies in the U. S. 
and Canada, the PDC competition 
will include all types of packaging 
materials and processes. 

Winner of the most outstanding 
package design entry will be awarded 
the Irwin D. Wolf Award, and addi- 
tional awards will be presented to the 
designers of top-ranking packages in 
21 categories. Certificates of recogni- 





tion will be given to product manu- 
facturers and packaging suppliers 
connected with the award-winning 
packages. 

A new feature of the 1956 compe- 
tition is a cash award of $1,000 do- 
nated by the Aluminum Co. of 
America for presentation to the d2- 
signer of the package that best illus- 
trates effective application of alu- 
minum foil. 

Additional information may be ob- 
tained from the Package Designers 
Council, 12 E. 46th St., New York. 44 


Packaging Experts Plan 
Courses at Columbia 


A 30-week course in packaging will 
be presented at Columbia University 
by 24 packaging authorities, includ- 
ing users, suppliers, marine engi- 
neers, consultants and eight trade as- 
sociation executives. 

The first half of the Package Engi- 
neering series will start Oct. 3, and 
will be devoted primarily to consum- 
er unit packaging. It will also include 
structural and merchandising designs 
and one lecture on packaging ma- 
chinery. 

The second half, starting on Feb. 6, 
will present engineering data on 
shipping containers of all types for 
the products of industry and agricul- 
ture. This half of the series will also 
include lectures on export packaging 
and special military requirements. 

Although all lectures will be given 
by industry specialists who have 
practical experience in their respec- 
tive fields, the packaging course will 
be supervised by Columbia Prof. 
Frederick G. Winter. 44 


Packaging Design Ideas 
Presented in Newsletter 


Facts and ideas on using package 
design to build sales are contained 
in the new “Designed to Sell” news- 
letter available from Lane-Bender 
Inc., New York. 

Stressing the importance of pack- 
age design in modern merchandising, 
the newsletter quotes Gustav L. 
Nordstrom, of the Folding Paper Box 
Assn. as saying: “In the wink of an 
eye (packaging) must recall the ad- 
vertising message and the sales mes- 
sage.” 

In addition the newsletter de- 
scribes in detail the new Loft candy 
gold foil wrappings, and gives gen- 
erally helpful tips to designers in- 
cluding one on giving a package 
“srab appeal.” 


For your copy circle No. 525 on the 
Readers’ Service Card inside back cover. 
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FEDERAL PAPER BOARD COMPANY, INC. 
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FOLDING BOX PLANTS: BOGOTA. N.J.. NEW HAVEN AND VERSAILLES, CONN : PALMER, MASS.: STEUBENVILLE. OHIO. PITTSBURGH. PA 


PAPER BOARD MILLS: BOGOTA. N.J.: NEW HAVEN. MONTVILLE AND VERSAILLES. CONN.: READING. PA.. STEUBENVILLE O WHITE HALL. MD 
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Kodak introduces the 
worlds most versatile copier 


at IZ the price youd expect to pay 


c 


.. 
y 


Now ...no need for even the “one-man” office to 
waste hours on retyping, dictation, waiting for 
copies. 


Here—at less than the cost of your office typewriter 
—is a sensational copier 

... that lets you answer much of your mail without 
dictation and typing 


... that speeds your communications with custom- 
ers, agents, vendors—lets you dispatch 5 photo-exact 
copies of anything in 1 minute for just 2%¢ each 


. .. that lets your secretary do an all-day retyping 
job in 20 minutes. 


Large companies, too, will hail the new Signet. 
Imagine getting two copiers for less than the price of 
one. And Verifax Copiers at that, which give you all 
the extras of Kodak’s completely different method. 
For example — 


C) Signet makes 5 copies in 1 minute for 2'2¢ each. 


C) Copies legal-size papers, 2-sided records, news 
items — what have you? 


1) No omissions . . . Verifax copiers are photo-exact 
from letterhead to signature . . . are photo-lasting in 
files—not affected by summer heat. 
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! THE NEW VERIFAX 


1 Makes copies on white letterhead-type paper, pre- 
printed office forms, card stock, film base. 

(1) Makes translucent “white print master” in 1 min- 
ute, for use in blueprint and direct-process machines. 
(1) Makes an offset plate, too, in 1 minute for less than 
20¢, when low-cost adapter unit is used. 

Get all the facts on the Signet . . . and other Verifax 
Copiers. Also free booklet revealing the 101 ingenious 
short cuts Verifax Copying has brought to thousands 
of offices. No obligation. 


l[——-MAIL COUPON TODAY————-; 


EASTMAN KODAK COMPANY 
Business Photo Methods Division 


343 State Street, Rochester 4, N. Y. 


Gentlemen: Please send free Signet folder, “Short Cuts” 
booklet, and names of near-by dealers. No obligation. 


Name 

NN a e 
Position 

i 

CF cia eeitiniteieniennerneesionccinibelas 


State 





iqnal: COPIER 
q 
...only $148 


An Adman’s Guide to 


Copying “Machines 


AR presents a comprehensive report on this latest development in 


by Maria Grygier 
AR Associate Editor 


When a machine can pay for itself 
in less than one week of operation, 
it is something worth looking into. 
Yet that is the actual experience of 
Billboard’s Chicago office with its 
Verifax Printer. The machine cost 
$240 and it used $50 worth of mate- 
rials to produce what had been cost- 
ing $400 in outside charges! 

The magazine’s outdoor amuse- 
ment service deals with clients whose 
location changes with discouraging 
frequency. To keep up with their 
travels, and yet meet the deadlines 
for a weekly publication is a task in 
itself, and to shuttle artwork back 
and forth for changes and approvals 
would seem well nigh impossible. 


office equipment, and how advertisers and advertising agencies are 


using it to perform a better job and perform it more economically. 


> When Billboard’s art department 
does a layout, it immediately runs off 
two copies on the Verifax. One goes 
to the client, wherever he may be, 
and the other to the advertising 
salesman, wherever he may be. 
Whether they get together in person 
or by phone, each has a copy of the 
ad, and changes can be discussed 
easily and made without delay or 
error. 

While this operation alone has paid 
for the Verifax, the copying machine 
is not limited to meeting the needs 
of the art department. With six of- 
fices in as many cities, copies of 
incoming letters must often be dis- 
tributed to several working person- 
nel. Frequently, a brief reply to 
interoffice memos can be penciled di- 
rectly on the sheet, and a photocopy 


of both message and reply run off for 
filing. 


>The Verifax, one of the least ex- 
pensive machines on the market, met 
the needs of the Billboard. The Chi- 
cago office of a national ad agency 
found that its needs were too varied 
and extensive for such a small ma- 
chine, but large enough to warrant 
the purchase of Haloid’s Rectigraph 
(models available from $1,600 to $3,- 
100) and to set it up in a separate de- 
partment for use primarily by the art 
staff. 

Its use starts in the very begin- 
ning of production of an ad. Design- 
ers can take advantage of the ability 
of the machine to reduce or enlarge, 
and can experiment easily with dif- 
ferent sizes of each element in a pro- 
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This table gives the salient facts on the more popular models made by each of the companies listed, where 
such information has been made available to AR. While most of the companies make several models in varied 


styles and sizes, only one from each has been analyzed in detail. Others, not listed, may be better suited in a 
particular situation. 


Costs per Copy 
Selected i 842 x11” 


model 


time in 
sheet (cents) seconds 
CONTACT PHOTOCOPY—Printer-Processor 

Combinations 


American Photocopy Equ'p. Co. (APECO), 1920 W. Dial-a-matic 92 x 2412 x 5” 
Peterson Ave., Chicago 26; Transfer; also makes Autostat 120 
flatbed units. 


Copease Corp., 270 Park Ave., New York 17; Duplex 40 $438 10 x 27% x 10 
Transfer; also makes flatbed units & plate maker. Photocopier 


40 


Copycat Corp., 41 Union Sq. W., New York 3; Photocopy 30 $395 12% x 26 x 6” 
Transfer & autopositive; also makes flatbeds. Model C-14 


30 


Cormac Industries, 80 5th Ave., New York 11; Senior 25 $419 10 x 24 x 10” 
Transfer; also makes flatbeds. 


30 


Duophoto Corp., 28 W. 25th St., New York 10; Duomatic 95 $695 18 x 25 x 16” 
Direct positive. 


120 


Other manufacturers of continuous equipment: Ankem Film Co., Newton, N. J.—direct autopositive; Copy-Craft, Inc., 105 Chambers St., New York 
7—transfer, comb. & flatbed; Duoprint Corp., 28 W. 25th St., New York 10—transfer, comb. & flatbed; General Photo Products Co., 
Chatham, N. J.—transfer, comb. & flatbed; Hunter Photo-Copyist, 595 Spencer St., Syracuse—transfer, flatbed portable; Peerless 
Photo Prod., Shoreham, L. |., N. Y.—transfer, comb. & flatbed; Remington Rand Div., Sperry Rand Corp., 315 4th Ave., New York 10; 
Speed-O-Stat Corp., 236 5th Ave., New York 1—transfer, comb. & flatbed. 


CONTACT PHOTOCOPY—Flatbed (2 separate 
units) 


F. G. Ludwig, Inc., Coulter St., Old Saybrook, Model 514 $76 92 x 1442 x 3” 
Conn.; transfer; ‘Contoura-Constat.’ Model 513 $86.95 82x13 x 4” 


Remington Rand Div., Sperry Rand Corp., 315 4th Portagraph G10 $171.50 12 x 21% x 10%” 9 
Ave., New York 10; transfer. Processor G5 $159.50 75% x 19% x 5% 


DIAZO 


i 


Charles Bruning Co., 4700 Montrose Ave., Chicago Copyflex $498.50 13 x 22 x 174” 
41; liquid. Model 100 


under 1 


Copycat Corp., 41 Union Sq. W., New York 3 Copyline 75 $450 15 x 25 x7’ 
Model C25 
Ozalid (Div. of Gen. Aniline & Film Corp.) Johnson Bambino, 60 $410 13 x 16 x 12” 
City, N. Y.; ammonia. Model 24,000 


under 12 18 


Other diazo manufacturers: Paragon-Revolute Corp., 77 South Ave., Rochester 4—high-capacity, blue & white printers; C. F. Pease Co., 


2601 W. Irving Park Rd., Chicago 18—high-capacity, blue & white printers; Peck & Harvey Mfg. Corp., 5644 N. Western Ave., 
Chicago 45—high-capacity, ammonia, also portable liquid machines. 


THERMO-FAX 


Minnesota Mining & Mfg. Co., 900 Fauquier Ave., Secretary 17x17x 9” 
St. Paul 6; Heat process; 1-step, dry. 


VERIFAX 


Eastman Kodak Co., Rochester 4; Flatbed, contact, Verifax 15x 18x11” 


one-solution; copies from matrix. Printer Model C 
Additional manufacturer: Photostat Corp., 303 State St., Rochester. 
PROJECTED PHOTOCOPY 


Manufacturers: Haloid Co., 2-20 Haloid St., Rochester 3—’Rectigraph’, ‘Foto-Flo’; Photostat Corp., 303 State St., Rochester 14—Photostat, 
Remington Rand Div., Sperry Rand Corp., 315 4th Ave., New York 10—‘Dexigraph’. 


FACSIMILE 


Manufacturers: Addo Machine Co., 145 W. 57th St., New York 19; Bohn Duplicator Corp., 444 4th Ave., New York 16; Stenafax Div., Siete 
Facsimile Corp., Madison at 43rd St., New York 17. 


XEROGRAPHY 


Manufacturer: Haloid Co., 2-20 Haloid St., Rochester 3. 
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Flatbed printer 


jected layout. A mirror can introduce 
curved effects and perspective varia- 
tions. Other effects can be obtained 
by tilting the copy. If you are in a 
hurry, it is possible to place actual 
objects on the copy board, although 
this is most successful when the ob- 
jects are fairly flat. 

Negatives can be made on this 
equipment to obtain reverse lettering 
or scratch-board effects. Drawings 
can be easily flopped and halftones 
picked up although an additional 
preparatory step is required. This, of 
course, requires a knowledgeable op- 
erator, but with six or more artists 
finding more and more ways to use 
the equipment, there is no problem 
in keeping a specialist busy. Direct 
savings over getting the work done 
outside will pay for the machine in 
three years, not to mention the in- 
direct savings as the result of less loss 
of time. 


> The machine is used at a later stage 
in production to make multiple copies 
of the layout for distribution to the 
account executive, the lettering man, 
the copywriter, and anybody else 
who has any need to see, discuss, or 
retain a copy of the ad. Frequently 
the client receives the layout in the 
form of photo copies cut out and 
pasted on overlay sheets. In that way, 
if the client okays part of a layout 
and rejects the treatment of another, 
it is necessary to revise only a seg- 
ment of the art work instead of doing 
over the whole job. The corrected 
portions are then photocopied, cut 
out and pasted in on the overlay 
sheets, and the new version sub- 
mitted. These same photocopies can 
be used to send out to printers or en- 
gravers when asking for bids. 

The Rectigraph department works 
almost exclusively for the art depart- 
ment, and cost records are kept on 
the basis of inter-agency purchase 
orders and charges, which are set 
at comparable commercial rates for 
billing purposes. The agency, how- 
ever, also has a Thermo-Fax ma- 
chine for general office use. For up 
to about five copies, this is less ex- 
pensive than mimeographing simple 
typing, but when tearsheets are to be 
copied, the economy of Thermo-Fax 
is maintained for a higher number. 


> An Apeco Autostat has become an 
integral part of the operation of the 
art department of the Irving J. Ros- 
enbloom Agency, Chicago. This con- 
tact copying machine is used to make 
copies of layouts for wide distribu- 
tion, since 842x11” sheets can be re- 
produced in 45 seconds for only 8¢ 
each. This cuts down handling time 
and eliminates the need for hand- 
drawn tissues. 

An interesting development is that 
compositors no longer have to wait 
for finished art. Having a photocopy 
of the approved layout, they can pro- 
ceed without waiting for the artist to 
complete his part of the job. Artists 
have found that repetitive elements 
are easily picked up from older ads 
by running through the photocopy, 
cutting out the logotype or drawing, 
and pasting it in place in the new 
layout. 

The machine is also used by Rosen- 
bloom’s billing department. Photo- 
copies are made of all invoices in- 
cluded in a job billing, so that the 
client has all pertinent documents 
before him when he examines the 
agency bill, without robbing the cen- 
tral agency files of important papers. 

Short letter writing has been 
helped with the machine. Many let- 


Transfer combination unit 


ters, inquiries and brief notes can be 
used in dealing with clients and sup- 
pliers, but handwriting is frowned 
upon in most well-run offices, since it 
leaves no record of company action. 
At Rosenbloom, such letters are run 
through the photocopier before mail- 
ing, making it possible for the agency 
to have a facsimile copy on file. 

The photocopier is also handy to 
send along copies of press clippings, 
publicity mentions and even com- 
petitive advertising, culled from the 
many publications received in the 
agency library. 


>The H. W. Kastor & Sons Adver- 
tising Co. has found that a diazo 
process machine is more efficient for 
its purposes. The process, which can 
produce a copy in 12 seconds for only 
1¢ for a letter-size sheet, is faster and 
cheaper than photocopiers. This per- 
mits it to compete more successfully 
with duplicators, but it does have the 
limitation that it can handle only 
translucent originals. It cannot ef- 
fectively make copies from opaque 


originals, such as paste-ups. It can 
handle rough layouts when made on 
ordinary layout paper, but the prin- 
cipal use of the Bruning Copyflex, 
the machine which Kastor has, is for 
reproducing originals made on true 
translucent papers. 

In order to use the machine best, 
carbons of correspondence are made 
on translucent sheets, permitting ad- 
ditional copies to be run off as 
needed. Meeting reports, a headache 
in many agencies, are typed on Brun- 
ing paper and the required number 
of copies made. Incidentally, the fact 
that all copies are of the same qual- 
ity relieves the office staff of the ne- 
cessity of ranking personnel accord- 
ing to which level of carbon copy 
they are entitled to. 

The agency has also found that the 
diazo machine can often eliminate 
the need for preprinted forms. A 
media schedule, for example, can be 
ruled, headings and all, on trans- 
lucent paper. From this an inter- 
mediate is made, on which entries 
can be written or typed. Enough 
copies are run off from this inter- 
mediate. As new data comes in, they 
can be added to the intermediate, 
and new copies run off. The inter- 
mediate is specially made to produce 
sharp copies and to stand up under 
repeated passages through the ma- 
chine. 

Since most standard letterhead pa- 
pers are translucent enough to make 
a diazo copy, the Bruning machine at 
Kastor’s is often used to obtain ad- 
ditional copies of incoming corre- 
spondence and inquiries. 


> These are stories of specific uses of 
specific machines. In general, these 
processes are designed for making a 
limited number of copies of an orig- 
inal, without preparation, usually by 
hand, of an intervening master. This 
latter is what differentiates these 
copying machines from duplicating 


Desk-top diazo unit 
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Have you 
ever needed 

1 copy only in 
color quickly ? 


TRY 


CHROMASTAT 


first and finest colorstats 
since 1948 


Full color copy prints 
of your color art 
work, color printed 
matter or diagrams 
(actual objects, 
too). Photocopied in 
one step. Made 

in 2 days! Enlarged 
or reduced. 
Halftone and line 
are vivid, sharp. 


Write for price list and 
brochure 


®RAPID COLORPRINT COMPANY 


216 So. Central Ave., Glendale, Calif. 
Also: Standard Studios, Inc., Chicago 
& Dunn Blue Print, Detroit 


. . « for more details circle 662, page 121 


MADISON AVE. HAILS 


Portfolio! 


Topflight ready-to-use art 
as you have never 

seen before in the 
second exciting Idea Art 
portfolio! An entirely 

new, big one-volume 
edition packed with 
original ‘‘light touch’’ 
drawings . . . sparked 

with copy lines to 

suggest creative solutions 
to 1000 ad problems. 

In 9x 12 multi-ring 

plastic binder. Drawings 
alone cannot be 
duplicated for $2500. 
Complete cost, including © 
reproduction rights, $25. 
Sent on approval for ; 
5-DAY FREE EXAMINATION | 


O 


ide@V//pr-7 


- E. 38th St. » New York 16 « MU 6-7270 
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processes such as mimeographing or 
multilithing. Nevertheless, all copy- 
ing processes cannot be lumped in 
one group, for each has its advan- 
tages and disadvantages, and the se- 
lection for use in any particular sit- 
uation depends upon the quality of 
reproduction needed, the type of 
originals to be copied, costs, and other 
factors. 

Some processes, for example, can- 
not handle copy on opaque paper; 
others will not work with originals 
printed on both sides. Some cannot 
pick up certain colors. Rotary units 
will work only with flexible, fairly- 
thin originals which can wind around 
the cylinders of the apparatus. If you 
must copy from pages of a book, you 
must turn to the flat-bed units. Most 
of these, however, require a separate 
developing or processing unit. 

There are some limitations on the 
ultimate stock on which copies can 
be made. For some equipment, you 
must use special stock, while others 
start with a special negative stock 
and can produce positives on ordi- 
nary paper. Others can copy onto col- 
ored or transparent materials, cloth, 
cardboard, or others. 


> One of the common techniques is 
contact photocopy, which is based on 
general photographic principles. In 
all machines in this category, the 
original is placed in contact with sen- 
sitized paper. This means that it is 
not possible to get anything but 
copies of the same size as the orig- 
inal. It also imposes a limitation on 
producing reversed, readable images. 

In the reflex-transfer process, the 
light passes through the sensitized 
paper and is reflected from the orig- 
inal. This causes a chemical reaction 
which produces a_ white-on-black, 
reversed image. This negative is then 
placed in contact with a sensitized 
positive stock, and processed through 
the machine to get a positive copy. 
The direct transfer is similar, but it 
requires a translucent paper, and 
printing on one side only. Here the 
light passes through the original onto 
the negative stock, producing a right- 
reading, white-on-black image. If a 
positive is wanted, the negative is 
sent through the entire process, as if 
it were the original. 

In these processes, the two stages 
are exposure and development. The 
autopositive process has, in addition, 
the minor step of separating the two 
sheets as they emerge from the ma- 
chine. One method is available which 
produces a direct positive image in 
a single step. 

In all these techniques two basic 
units—an exposing unit, or printer, 
and a developing unit, or processor— 
are needed. The two may be com- 
bined in one case. In addition, most 


Direct positive photocopy 


manufacturers offer flat-bed expos- 
ing units and attachments for making 
offset plates directly. The materials 
are generally sensitive to all colors, 
although yellow, in some equipment, 
is difficult to catch. Most machines 
can operate in ordinary lighting con- 
ditions, although best results are ob- 
tained when the machines are kept in 
subdued lighting. The negative pa- 
pers are particularly sensitive, and 
need special storage. Positive stocks 
can be obtained in wide variety, in- 
cluding featherweight and standard 
papers in a number of colors, duplex 
papers for two-sided copies, card 
stocks, acetates and films. 

Cost varies, but an 84x11” sheet 
will run 8 or 9 cents a copy. It takes 
about 40 seconds to produce. 

The machines in this category are 
designed for desk-top use. They are 
compact, streamlined, portable, and 
simple to operate. Copies have good 
keeping qualities and are legally ac- 
ceptable as true reproductions. 


> The Verifax process is very similar 
to contact photocopying. However, it 
can make copies on ordinary paper, 
and can make up to five copies from 
one negative. It uses a single light- 
sensitive sheet, called a matrix, 
which is exposed in contact with the 
original. A dye image is produced on 
the matrix, which can then be trans- 
ferred to any paper stock. The first 
copy takes 50 seconds to produce, 
and costs 11¢, but since this includes 
the time and cost of making the mat- 
rix, additional copies are faster and 
cheaper. 


>If you want a photocopy that can 
reduce or enlarge your original, you 
must turn to one of the projection 
models. These are larger and more 
expensive than other photocopying 
machines, since they include a large 
camera, a magazine foi the sensi- 
tized paper, compartments for de- 
veloping the prints and a copy holder. 
A sink for washing prints and a dry- 
ing unit are also needed. 

In normal practice, a right-reading 
negative is first produced, and this is 
used as an original to produce a du- 





plicate positive copy. The enlarging 
and reducing features make this a 
versatile machine, and its sharpness 
and ability to hold detail rate it high 
in quality. Thus it is particularly 
adapted to copying art work and legal 
documents. 

Many agencies use these machines, 
although through commercial houses, 
for varied jobs, including copying il- 
lustrations, photographs, lettering 
and finished advertising layouts, for 
sizing layout components, and to ob- 
tain reverses. The prints are sharp 
enough to be used for making line 
cuts and offset plates. When volume 
is large enough, some agencies have 
installed their own machines, but it 
requires more skill to get satisfac- 
tory results, and it is somewhat too 
complicated to be considered for its 
use as a general office copying ma- 
chine alone, although it can perform 
these tasks suitably enough if avail- 
able. 

There is also on the market a pro- 
jection photo copying machine which 
produces a direct positive image. 


> Another contact method is diazo, 
or whiteprinting. It is a direct process 
which obtains a positive, right-read- 
ing image, using a single sensitized 
stock. This image can be obtained in 
a number of colors, a special feature 
of diazo, but the original must be 
prepared on translucent or trans- 
parent stocks. 

The emulsion is highly sensitive to 
actinic light, a form of ultraviolet. 
After exposure, it cannot form a dye, 
so the image is kept only where the 
emulsion has been protected by the 
image on the translucent original. In 
some equipment the dye image is 
brought out in a developing solution 
which contains the dye-forming 
chemicals. In others, the dyes are 
part of the coating on the stock, but 
are not brought out until ammonia 
vapors, in the developing section of 
the machine, inactivate a stabilizer. 
This latter is a ‘dry’ process, since the 


Large capacity office diazo 





NELSON 


DRAWING BRISTOL BOARD 


Creative artists enjoy the superb surface and 
texture of this great new laminated bristol 
board. Brilliant water color results, 
excellent for pen techniques. Opaques 
respond beautifully . . . NELSON adds up 
to the finest bristol within its price range. 
NELSON bristol board 50% rag in 
23 x 39” sheets - 1, 2, 3 ar~ ‘ plys. 
Kid and plate finish 17c er ply. 
Contact the dealer in your area or write direct 


Slightly higher west of Mississippi and Canada. 


Ld 
bienfang paper co., inc. metuchen, new jersey 
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NOW 
VISUALIZATION MADE EASY 
AND INEXPENSIVE BY CHART-PAK 


Tapes, Templates, Boards . . . 


everything for graphs, charts, 

presentations, office and plant layouts, 

organization charts—all from one source. 
Everything — tapes, labels, work boards, office and plant equipment 
templates, pictographs, and tools are all available from Chart-Pak. 
Everything has pressure sensitive adhesive backing so that it can be 
fixed with a touch, removed and replaced easily. All can be repro- 
duced by any standard method. 


You can get tapes—opaque and transparent—from 1/32” to 2” 
wide —in 14 colors—over 60 printed patterns and designs. 


There’s also a wide assortment of office templates, form and flow 
symbols and pictographs. 


There are plastic reusable work boards in transparent and opaque 
plastics, with printed reproducible or non-reproducible grids to 
assist you in laying out the material. 


For further information, 


The Versatile 
and free somples 


Draftsman 
write today. 


eanse inaes CHART-PAK, INC. 
94-1 Lincoln Ave., Stamford. Conn. 


Please send information and free samples. 
I'm interested in: 


[] Graphic Charts (] Office Layouts 
] Organiaztion Charts (1) Flow Charts 
C) Plant Layouts 


ay 


4 


a 


A 


NAME 
COMPANY 
ADDRESS a 


an ecsssnisicniniateirinecniam a 


Please give the name of the local supplier from whom 
you would like to buy Chart-Pak material. _ 


miei. iri itn eta & 3200 


el 


a idl ocean 
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CAN'T TIP |Z ¥ SEALS TIGHT 
CAN'T STICK | 


—_— Nt 
=——_16 SS By FINGER 
CAN'T DRIP Rs PRESSURE 


Rubber Cement 
DISPENSER 


The world's most modern dispenser. Handy grip- 
top. Large bristle brush always reaches ribber 
cement—no adjustments necessary. At your artist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AR-245 « WILTON, CONN 
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Advertising ’ 
BIG SHOW 


OF 


PRODUCTION - PROMOTION 
MERCHANDISING 


To see it... 
read alr 
To get init... 


advertise in ar 


@ ADVERTISING 
REQUIREMENTS 


BIG NEWS! 


natural color prints = EB 
on orders UP to 50 pr! 


4g HOURS of \#ss 


of transparency: 


from receipt hipped in 24 hours 


Most orders $ 
or less. 


onger. 
Larger ord 


ers take @ little \ 


SATISFACTION GUARANTEED! 


50 * ar *« September 1956 


it’s in the cards 


test Crescent illustration board and prove 
to yourself that its hard, white surface is 
suited to a dozen mediums ... makes a 


job easier, quicker for you! 


send for samples today, to 


CHICAGO CARDBOARD COMPANY 


1240 N. Homan Ave. * Chicago 51, Ill, 
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EKTACHROME PROCESSING 


- no ‘ 
ae od Oh) Bie Ly 2 erie 


Now you, too, can shoot at 64 and 
128 ASA. Try a roll and send it to 
us for“ PUSH" Development. Include 
shooting* data —we do the rest! 


35mm.,828, 
120 & 620 $1.00 $1.25 


"Regular Processing given unless otherwise noted. 
Please remit in advance on orders under $5. 


JAY COLOR LAB. 


BOX 306 * DANVILLE, ILLINOIS 


REGULAR PUSH 
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QUANTITY 
PHOTOS 


Ch ah 


‘t 


KIER PHOTO SERVICE 
Dept. AR, 1265 W. 2 St., Cleveland 13, Ohio 


8x10’s as low as 6 cents. 
Postcards as low as 2c. 
Write for samples and 
complete price list on all 
sizes and quantities. 
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of 25 or 


each in lots 
15 setup- 
$1.50 more, plus $ 


16x20,95.25 eee slightly more: 


lier quantit 
we x24 from any 
transparency 
Every job fully mas 
corrected. 
Matte, semi-matre or 


Send for Price List 
1618 N. Vancouver 


U0 S COLOR Portland 12, Ore. 
Tel. AT 2-3256 
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sheets are never completely wet, as 
in the others, which use solutions. 


In general, the diazo reproduction 
is of high quality, but this depends 
upon the translucency of the original 
and both the opacity and density of 
the image on it. Blues and purples 
do not reproduce, and can thus be 
used to make notes on the original 
which are to be omitted on the copy. 
A hard lead pencil and a ball point 
pen produce images that are not suf- 
ficiently opaque for diazo. However, 
most standard letterheads and layout 
paper are translucent enough to pro- 
duce rough copies. 

For originals that are completely 
opaque, diazo is not completely hope- 
less. Certain papers can be made 
transparent by means of a special 
solution. There is also a reflex film, 
which uses light reflected from the 
surface to produce a translucent copy 
which can be used as a master for 
further positive copies. This tech- 
nique can also be adapted for orig- 
inals printed on both sides. While 
this is not practical as a continuing 
matter, it can be used now and then 
when the bulk of material to be 
copied is coming through on trans- 
lucent stock. 

A special advantage of diazo is the 
ability to produce images in good 
colors. The image color is determined 
by the chemicals contained in the dye 
couplers, which are in the paper in 
the ammonia vapor method, or in the 
developing solution in the wet meth- 
od. 

Diazo has the further advantage of 
speed and economy. A small office 
machine can turn out an 81x11” 
copy in about 15 seconds, at a cost of 
l¢ to 14¢. 

Desk-top diazo machines are avail- 
able in both the wet and dry systems. 
Both kinds have the exposing and 
developing sections combined in one 
case. In addition, the wet equipment 
has a drying unit. The dry methods, 
which use ammonia vapors, need spe- 
cial vents to keep the fumes out of 
the office, and this limits the porta- 
bility of the machines. 

Diazo machines come in various 
sizes, and the larger, continuous 
printers have a wide printing sur- 
face and a high speed that make them 
practical for the production of signs 
and posters, display and presentation 
materials, and other multiple-copy 
pieces. 

The machine's ability to produce 
color images on transparent materi- 
als makes the machine useful for 
making projection slides, color over- 
lays, and proofs of color printing. 


> Thermo-Fax is the only completely 
dry, one-step copying process. It is 
based on the principle of heat absorp- 





PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! ‘Storyboard’ 
TV Pad —for full-size 


visuals! 


Here's our brand new 

TV storyboard pad that 

allows you to make vis- 

vals of TV scripts in big 

5 x 7” panels. Each page has 4 large video and 
audio panels against a 70% gray background. 
Each segment is perforated so that when the TV 
show has been visualized on the pad, the per- 
forated segments can be taken apart and bound 
to form a complete TV storyboard or presentation. 
Size 14 x 17”. 200 Segment to the pad. 


No. 72C——TV STORYBOARD PAD $2.50 ea. 


The Copi-Counter 


Just roll it over your copy 
— it counts while it rolls! 


THIS LITTLE DOUBLE-DIAL 
indicator, graduated § in 
inches and picas on one 
side and inches and agates 
on the other side, is the 
new time saving instru- 
ment for rapid counting of 
typed manuscript lines, 
measuring columns of type, galley cuts or other 
dimensions of type. In operation, the wheel is run 
up the pages or columns and the length in inches 
or total number of typed lines is indicated on the 
dial. A time saver for typesetting, by quickly 
estimating the total character count, from which 
the number of typed lines can be determined. 


THE COPI-COUNTER $4.95 
Write on your letterhead for 

200-page catalogue of art sup- 

plies. ‘‘An Encyclopedia of Ar- 

tists Materials" 


OU Me aL 


2 WEST 46th ST., NEW YORK 
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Project Sharp Images | 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
AtO0G) aph 
Art production costs | 
drop, earnings go up, | 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- | 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Takes up no floor 
space — uses 


head “dead 


over- 
J elel a 


DIVISION OF 


INC. 


ArtO-Graph 
128 Wash. Ave., S. "s Sena 14, Minn, 
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tion, using a copy paper with a heat- 
sensitive coating. When the original, 
which is placed in contact with the 
copy paper, is exposed to an infra- 
red source, the typing or printing 
absorbs heat more readily than the 
white stock, turning the surface of 
the copy paper black in the proper 
places. Being a contact process, it is 
limited to same-size copies, but it can 
handle two-sided material. 

The heat-sensitive copy paper is 
light in weight, and is usually buff in 
color, although other tones can be 
obtained. If you need a heavier copy, 
the machine itself can be used to 
laminate a back-up paper to the copy. 
This laminating feature can also be 
used on other than copy stock. 

The ability of ink or other writing 
materials to absorb heat will affect 
the image you can obtain. Typewriter 
ribbons, pencils, and all carbon- 
bearing inks are satisfactory, but 
some inks, both from pens and print- 
ing presses, will come out only faint- 
ly, or even not at all. This, as in 
diazo, can be used to keep some in- 
formation on the original from being 
picked up in the copy. 

At 4 seconds a sheet, it is the most 
rapid of all methods, and its 442¢ per 
sheet cost places it at the low end of 
the cost scale. 


>Two processes—Xerography and 

electronic facsimile copying—are pri- 
marily designed for the fast inexpen- 
sive preparation of duplicating mas- 
ters and offset plates, but they can 
also be used for making single copies. 
When used for this latter purpose, 
the results are excellent, with fine 
detail reproduction of a variety of 
materials. 

In Xerography, a 3-unit machine is 
needed, with prices starting at $3840, 
but it can be rented at $80 a month 
and up. With some camera models, 
enlargements and reductions can be 
obtained. Xerography is a newly- 
developed process, based on the se- 
lective electrostatic charging of 
plates and stock. 

The facsimile process does not use 
a camera, and can make duplicates at 
the same size only as the original. 
Being a direct positive process, it 
makes one duplicate at a time. It re- 
quires special electrosensitive stocks 
and can also prepare masters for 
stencil, gelatin, spirit and offset 
duplicating. 

These two machines are generally 
considered too expensive to purchase 
simply for office copying work, and 
are primarily adapted to the produc- 
tion of duplicating masters in all its 
forms. However, if the machines have 
been purchased for this use, their 
application to other copying needs 
should not be overlooked. 44 


STOP 


UASTING MONEY! 


7 BUY A 
Carina 


MODEL “B” 


¢ 400% Enlarge- 
ment and 
Reduction 
11” x 14” View- 
ing Area 
17” x 21" Copy- 
board Area 


18” x 22’ Floor 
Area 


Portable— 
mounted on 
casters 


Operate next to 
art table 


No hand 
shadow 


price... $269.50 ¢.0.. 


SAVE 50% 
TIME ¢ LABOR * MONEY 


MODEL “A” 


e 400% Enlargement 
and Reduction 

© 24” x 24” Viewing 
Area 

© 27" x 32" Copy- 
board Area 


e 29" x 36” Floor 
Area 


¢ Scaling layout, art, 
copy and objects 


e Line and Halftone 
Negatives 


Sharp, Brilliant 
Image 


Calibrated 
Scaling System 


Rigid 
Construction 


price... $485, ¢.0.. 


it’s New! ... It’s Novel! ... 


TABOUR-TRAY 


Manufactured by the 


M. P. GOODKIN CO. 


889 BROAD STREET e NEWARK 2, N. J. 


only $4.98 


Makes Any Table 
a Tabouret—12” x 17” 
Sturdy Plastic 
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3 COLOR EFFECTS AT 2 COLOR COST 
HUNDREDS RESPONDED 10 OUR INSERT IN THE 
JUNE ISSUE OF ADVERTISING REQUIREMENTS! 


Our ad appeared between pages 88 & 89 
following editorial article on page 86 
While they last, additional sets of the 
17x22 charts of two color overprintings 
(20, 40, 60, 80 screens and solids) on 


two sheets (dull and coated) are avail- 
able. 

Twelve pairs of tint proofs represent a 
complete rainbow of “two color” com- 
binations . . . each resulting in a third 
solid color and amounting to a proof in 
other form of the color effects you may 
count on getting where you are limited 
to two colors in presswork but can use 
a “plus” to advantage . . . especially de- 
sirable for posters, brochures, broad- 


sides, catalog inserts, self mailers .. . 
all examples of printing where the cost 
may be limited but the utmost in effect 
is desirable. 
COMPLETE S 
648 COLOR EFFECTS 
24 SHEETS 
color plus color 
1623 Connecticut Avenue 
Washington 9, D. C. 
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for Offset 
REPRINTS 


Now in its second 
printing, “How to 
Use Reprints’’ is 
proving a popular 
idea manual for 
“do-it-yourself” di- 
rect mail and large 
ad agencies alike. 


it'll help cut print- 
ing costs. 


It shows how to 
prepare copy and 
save time. 


It helps make print- 
ing more effective. 

Send your coupon 
now and receive 
extra pamphlets 
“Ideas for PLANO 
Printing’ and “How 
to Use Preprints.” 


Rush FREE copies “How to Use Reprints,” 


“Plano Ideas” and “Preprints” to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, linois 
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Improves Sheet Film 
For Color Photography 


A full-color brochure from Ansco, 
Binghamton, N. Y., focuses attention 
on its new Anscochrome professional 
sheet film. This superspeed, wide- 
range film, the company reports, is 
the result of a new emulsion formula- 
tion that is manufactured to ex- 
tremely close tolerances. It’s recom- 
mended for industrial, commercial, 
press, scientific and general color 
photography. 

Two types are supplied: daylight 
and tungsten type. Daylight is in- 
tended for outdoor scenes; for inte- 
riors lighted with daylight and 
supplementary blue flash; and for 
stop-action pictures of rapid action 
by electronic flash. 

Tungsten type is designed for 
photographs made under 3200K 
studio illumination or for flash ex- 
posure with clear lamps. It is said 
to give heightened shadow detail and 
smooth, even gradation over the en- 
tire tone and color scale. 

Condensed technical information 
on these sheet films is contained in a 
series of tables. Prices are also listed. 


For your copy circle No. 521 on the 
Readers’ Service Card inside back cover. 


Lab Makes Giant Displays 
From Film Miniatures 


Giant color transparencies up to 
22x40’ are among the photographic 
specialties described in a new catalog 
and price list from David Dean Color 
Laboratories Inc., Stamford, Conn. 
Illustrated in full color, the booklet 
gives details, prices and approximate 
delivery times on Dean color film 
products and processing services. 

Highlighted is the laboratory’s 
technique of producing oversize 
transparencies from originals as small 
as 35mm by butting together long 
strips of 40” wide color film. Also ex- 
plained is the method of mounting 
these displays in illuminated shadow 
boxes. 

For short runs of color reproduc- 
tions (from 250 to 5,000) the company 
offers an inexpensive three-color 
method of lithography. This process 
uses photographic color correction, 
thus eliminating dot etching or hand 
retouching work. Plates can be made 
either from transparencies or art- 
work. 

Price lists and descriptive infor- 
mation are included for these two 
services, as well as for color prints, 
reductions, enlargements, duplicates, 
film processing and film strips. The 
technical consulting service offered 
by the company is also covered. 


For your copy circle No. 522 on the 
Readers’ Service Card inside back cover. 


$AIO GLOSSIES 


FOR NEWS RELEASES 
PUBLICITY PROMOTION 


From your negative, photo, or artwork 


Helpful brochure on preparation 
and uses of glossy photos for ad- 
vertising and publicity. Write Dept. J. 


SUperior 7-8288 
119 W. Hubbard St., Chicago 10, Ill. 


. for more details circle 657, page 121 


judgement 


RUBBER CEMENT 


Compare the exceptional merits . . 
*practical *efficient *economical *the 
finest available. 


StaSet always forms a flat firm 
bond, dries quickly and never wrinkles 
poper. 

Efficient as a single surface or 
double surface adhesive. Excess rubs off 
easily. Assures fast, neat paste-ups or 
mounting. 


Sold at all finer art stores. 
Insist on GENUINE StaSet. 


THE MONET COMPANY 


43 South Ave. Fanwood, N. 
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want Pe: agency quality CLIP ART? 


Youcan neon 4000 proofs now—an id 
1000 new ones yearly. Pay only for 
what you use @ $2 each or have Un- 
limited use for $9.95 monthly. We 
license only rated agencies & Nat. 
Advtsrs. Handbook #9 now ready — 
send for License Form and samples. 
STIVERS STUDIO 
BOX 3684 * SAN FRANCISCO 19, CALIF. 
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How antique automobiles 


sell filing boxes 


Nostalgia and romance help to spark up a campaign, using the special interests 
of staff members to gain authenticity for this unusual direct mail program. 


by Margaret Reynolds 

AR Associate Editor 

Nostalgia in low gear—that’s the 
keynote Office Specialty Co., New- 
market, Ont., hit upon for its good- 
will campaign to promote office 
equipment. The special nostalgia 
people feel for old cars, their clean, 
classic lines and the easy-going, 
slow-paced era they conjure up. The 
company, maker of over 3,000 items 
from steel desks to card record forms, 
launched a series of full-color litho- 
graphs of antique autos in 1954. Since 
the first was offered as a premium to 
some 30,000 prospects and customers, 
the response hasn’t yet slowed down. 
The tie-in between antique cars 
and file folders? Office Specialty, a 
pioneer in its own field, felt that “the 
spirit of pioneering and leadership 
could be exemplified in a promotion 
featuring these antique autos,” ex- 
plains Norman Hathaway, advertis- 


ing manager. From its beginning in 
1888, when it originated the Shannon 
Arch File, the company has grown 
into a Canada-wide organization. 
Like the first Packards, Cadillacs and 
Mercedes-Benzes, products with the 
Office Specialty label have weathered 
the times and outlasted many com- 
petitors. 


> Object of the low-pressure promo- 
tion was to make the company’s name 
even more widely known across Can- 
ada. “The more we can put across the 
name ‘Office Specialty’ the happier 
we are,’ says Mr. Hathaway. “We 
also felt,” he adds, “that if one small 
chuckle or sigh of nostalgia could be 
brought forth from looking at these 
prints, we would be well satisfied.” 
Prospective customers liked this 
vintage appeal from the start. They 
warmed to the offer of a free 91/4x12” 
four-color reproduction of a 1910 


Model T Ford, announced in the first 
mailing. This was timed near the 
closing of the calendar year when 
businesses usually transfer office 
records to inactive storage. Promo- 
tion accordingly centered around 
transfer cases, card storage cases, file 
folders, guides and labels, which are 
heavily in demand at that time. 

“All the recipient of the mailing 
had to do,” says Mr. Hathaway, “was 
fill in the coupon requesting the lith- 
ograph and indicate any other infor- 
mation he wanted on our transfer 
goods. Then he clipped it out of the 
folder and mailed it to us. The re- 
sponse was something that this com- 
pany had never seen before from any 
piece of advertising. 

“Approximately a thousand of 
these coupons were mailed in to us” — 
and they’re still coming. “Not only 
did they request the litho of the Mod- 
el T but they also requested a call 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 N. Clark Street ¢ Chicago 10, Illinois 
Dept. a-9 . Telephone: mi chigan 2-5651 





she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


a Lilet Mop 


431 S. Dearborn St. © Chicago 5, Illinois 
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Models Tie In . 


. . This arrangement of products was shot in color for a direct mail an- 


nouncement, with the model cars included to bring unity to the campaign. 


from the salesman and more infor- 
mation on our various transfer 
cases.” 


> The old car theme was a natural at 
Office Specialty. 

“It so happens that we in the ad- 
vertising department are very inter- 
ested in antique automobiles as a 
hobby; we've collected a few, and I 
myself am now restoring a 1914 
Ford,” the advertising manager 
points out. As members of the An- 
tique Automobile Club and the 
Horseless Carriage Club, they 
qualified as experts. 

“We hit upon the idea of a pre- 
mium for our 1955 mailing (which 
actually went out in November 1954). 
With some slight difficulty we sold 
management on the fact that people 
would be interested in obtaining a 
full-color lithograph of a 1910 Ford.” 

All the artwork on the promotion 
was done by Office Specialty’s art de- 
partment, working with pictures 
from Norman Hathaway’s collection. 
He did the pen line drawings, and 
each one was reproduced several 
times in black and white so that dif- 
ferent color schemes could be tried. 

Water colors and pen-line draw- 
ings were used because these tech- 
niques stressed the old and antique 
appearance of the cars. Lithography 
was chosen for the whole series. 


>’“The Walker Press Ltd., Paris, 
Ont., worked very closely with us and 
did their utmost to provide us with 
the best possible reproductions at the 
lowest possible price,” says Mr. 
Hathaway. “No doubt if we had to 
buy our artwork outside, particularly 
the car illustrations, it would have 
cost us a small fortune.” 

Normal separations were used, but 
special colors were mixed to match 
the water colors on the originals, and 
after a few minor difficulties every- 
thing was under control. 


> As soon as the first print was re- 
leased, requests for more began to 
pour in. It became imperative to 
carry on the series. 

“We decided that for little extra 
expense we could produce four lithos 
of automobiles and, with the extra 
re-run we had on the Model T, have 
a complete set of five to offer,’ Mr. 
Hathaway reports. 

A 1901 Mercedes-Benz, a 1909 
Packard, a 1908 Cadillac and a 1904 
Oldsmobile followed in short order. 
The folder announcing the group was 
done by Jake Sneep of the art de- 
partment, backed up by photogra- 
pher Peter Croydon, who took color 
shots of the office supplies. 

Here, again, the car motif was kept. 
Model autos, obtained in kit form 
from Revell Inc., Venice, Calif., were 
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DIAL-A-MATIC 


The secret to the world's easiest 
copying method is in the dial. 
Amazing newly designed automatic 
copy control assures perfect copies 
every time. Just set the dial to the 
type of copies you want—your 
copies are ready in seconds. 


Now get instant photocopies of anything written, printed, 
typed, drawn or photographed right in your own office 


Turn the dial... get the clearest, fastest 
copy of anything. It’s the new all-electric 
Apeco Dial-A-Matic Auto-Stat with revo- 
lutionary dial control. It’s light weight 
for easy portability ... compact to fit on 
the corner of any desk and is styled in 
polished stainless steel. It copies any 


SEND 


original up to 15” wide, any length or 
color on opaque or transparent paper— 
printed on one or both sides. It offers 
hundreds of money and time saving uses 
at a price well within the budget of even 
the smallest firm. Delivered with Lifetime 


| Service Guarantee. 


FOR THIS NEW FREE BOOK 


Find out how you can save time and money by speeding production, by cutting 
costly office paper work, by expediting shipping and receiving and hundreds of 
other ways to increase the efficiency of your business. Every executive member 
of your staff, should read this worthwhile informative report on this important 


new copying invention. 


Pace ae eee aw a re 
AMERICAN PHOTOCOPY EQUIPMENT CO. 


1925 West Peterson Ave. 
Chicago 26, III. 


Rush me, without obligation, your free book on new Apeco Dial-A-Matic 
Auto-Stat copying. I understand this factual report will show me how I can 
increase the efficiency of my business, speed work output. 


NAME..... 
FIRM 
ADDRESS 


Cree. 


STATI 


In Canada: Apeco of Canada, Ltd., 134 Park Lawn Rd., Toronto, Ont 


| Mail today for your FREE book 
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NOW MAKE COPIES 
OF ANYTHING 


New, improved Contoura*-Constat* 
goes where you go to make copies of 
proofs, prints, layouts, “swipes”. If it’s 
printed, written, or drawn you can 
copy it in any lighting conditions. Write 
for full details. 

*T. M. Reg. U. S. Pat. Off 


F.G. LUDWIG, INC. 


797 Coulter St., Old Saybrook, Conn. 
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SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


eeRkca SG .0 3 aan, 


we 


MU gual 
rise COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


ys 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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shown alongside Office Specialty 
transfer cases and file folders. The 
models themselves were not used 
elsewhere in the promotion. 


>Over 3,000 replies were received 
from this year’s mailing alone. 
Branches across the country also felt 
the demand for lithographs. One rea- 
son for the stepped-up response was 
the use of a business reply card in- 
stead of a coupon. 

The prints helped open doors to 
Office Specialty salesmen on cold 
calls. They also created a receptive 
atmosphere when follow-ups were 
made. In addition, these premiums 
served as a yardstick by which over- 
all readership of the mailing could 
be gauged. 

The campaign paid other dividends 
in good will. Requests for prints have 
come in from around the globe. The 
Daimler-Benz Automobile Co., 
Stuttgart, Germany, saw a set and 
were delighted to find one of their 
most famous models reproduced. 


Grubb 4 Petersen 


Boing Places 


Group 
Participation 


Benuin 
in eC” Protitic 


Teaser Postcard Campaign 


They reciprocated by sending an al- 
bum of lithographed water colors by 
Hans Liska, in itself a collector’s 
item. Henry Ford II, Rhys M. Sale, 
the president of Ford of Canada, and 
other leaders of the automotive in- 
dustry wrote in to comment on the 
series. Many pioneer auto makers got 
in touch with Office Specialty and 
told them how much they enjoyed the 
prints. 

Now in its third printing, the series 
will be continued and enlarged. In 
the offing is a collection of classic 
cars, to be added to the antique 
group. For these illustrations the art 
department will work directly from 
the original autos. 


> Office Specialty is frankly amazed 
at the mileage it got from these early 
autos. Antique cars may have noth- 
ing to do with filing cabinets, admits 
Norman Hathaway, but semi-institu- 
tional advertising like this can do an 
outstanding selling job for any com- 
pany. 44 
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Imagination Opens the Door for Ad Agency 


If you got an attractive postcard 
with a cryptic message, you would 
probably look at it, shrug your shoul- 
ders, toss it in the wastebasket, and 
go on to the rest of your mail, for- 
getting about the whole matter. But 
when a different, but obviously re- 
lated, postcard came the next day, 
you would look at it twice before 
throwing it away, and perhaps won- 
der who was the mysterious sender. 


By the time the third and the fourth 
ones arrived, still with no clue to the 
sender, your curiosity would be 
reaching a high pitch. 

The fifth postcard was the first to 
promise some relief from the tension. 
Its brief message, “See them tomor- 
row,” would be a welcome solution, 
so that when a visitor walked into 
your office the next day, the chances 
are very good that your door would 
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What's the whitest thing you can think of? A sail in the sun? A Starlight rose? 
The snow at Sun Valley? Or is it the frosting on a cake as depicted in this 
illustration from a recent advertisement of Pillsbury Frosting Mixes? However 
you choose to complete the “white as...” simile, there's no doubt about 
what's the whitest paper. It’s Beckett Hi-White, the super-quality, super-white 


offset paper with a roseate undertone that produces the extraordinary effect of 


whiteness with warmth. For further information, please turn the page. 





BECKETT 


Available in four standard basis weights — 

70, 80, 100 and 120 lbs., and in four popular sizes. 

60 lb. furnished on minimum making orders of 5,000 Ibs. 
In addition to Smooth Vellum, Beckett Hi-White 

can be supplied in a variety of fancy finishes. 

This insert is printed on the very popular Coral finish. 
To provide a companion cover stock, Hi-White 

Buckeye Cover has been added to our famous 


cover paper line. 


THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


THIS Is BECKETT HI-WHITE, corat Finisu, 80 LB. 





Every Monday, tersely reported, 
all that’s new concerning adver- 
tising, marketing, merchandis- 
ing, sales promotion, research, 
media, copy, art, typography, 
television, radio, etc.—in Adver- 
tising Age, The National News- 
paper of Marketing, the most 
widely read of all publications 
dealing with advertising and 
selling. One year’s subscription 
— 52 idea-packed issues — only 
$3, which is less than 6c per 
week. Mail coupon below for 


ADVERTISING AGE 

200 E. Illinois St., Chicago 11 

Enter my l-year (52 issues) trial order 
for only $3. I must be satisfied or my 
money back. 


NAME 


COMPANY 


STREET 


STATE 7 
} Bill firm 


CITY Zz 


$3 enclose Bill me 
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INVISIBLE INK 


The Secret-Message Post Card 


DIP IN WATER AND MESSAGE APPEARS 


The newest, most effective sales promotion 
device ever conceived! You must try this 
powerful sales-compelling Secret-Message 
post card in your next promotion. Has the 
element of mystery, suspense and surprise! 
Can be used for Games, Quizzes, Pre- 
miums. Ideal for Election campaigns. 
Samples and Price List on request 


WECK PROCESS CO. 
42 East 21st ST. NEW YORK 10, N.Y. 
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CLIPPINGS! 


We read over 3,200 Business, Farm 

and Consumer magazines as listed 

in Bacon’s 1956 Publicity Checker. 
Checker on approval $15.00 


SPECIALIZED CLIPPING SERVICES 


1. Publicity 3. Competitive Ads 
2. Competitive Publicity 4. Subject Research 


BACON’S 


CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4, Illinois 
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be wide open to his solution of the 
mystery and to whatever else he had 
to say. 


>That was exactly the way that 
Grubb & Petersen, advertising 
agency in Champaign, Ill, had 
planned it, and that was the way it 
worked out. Each of the postcards 
carried a provocative slogan built 
around the initials of the agency, a 
design showing beavers in light car- 
toon style, and a GP logotype. There 
was no further hint of the sender 
other than the necessary postmark. 

The point of all this was to prepare 
for the visit of an account executive 
to the potential client. The purpose of 
the visit was to present to the indus- 
try executive a four-color, 16-page 
booklet, describing the agency and its 
facilities. This brochure was the nu- 
cleus of the campaign. 


> Entitled “Busy,” the brochure used 
the theme of beavers throughout, 
with all illustrations featuring the 
flat-tailed animals. These spots were 
picked up for the postcard mailers, 
and heads from the brochure were 
used as slogans. They were mailed 
out on a strict schedule, with poten- 
tial clients assigned to specific staff 
members, and dates penciled in for 
calls. A call was planned for the day 
following receipt of the fifth teaser 
card, while the other cards were 
mailed to reach the recipient on suc- 
cessive working days. For this rea- 
son, the mailings were restricted to 
the number of calls each man could 
make. 


> When arriving at one of his calls, 
the agency men report that they are 
received like old friends. They are 
able to tell their story, they are al- 
ways able to see the right people, and 
their brochure is taken and read. 

The brochure contains a return 
postcard, requesting more examples 
of the agency’s past performance, or 
a visit for discussion of a company’s 
specific problems. A sixth postcard 
was mailed a few days later as a fol- 
low-up reminder. 


> Examination of the results of this 
campaign proved that it must be con- 
sidered a successful one. Thorough 
advance planning, which resulted in 
the maximum possible use of art 
work, kept the total costs of the cam- 
paign within reason. Economy, how- 
ever, is not enough. Here the human 
characteristic of curiosity was uti- 
lized to open doors, and made the 
entire series of direct mail pieces that 
much more effective. Taking it as a 
whole, here is an excellent example 
of the fact that imagination pays off, 
whether it is used on behalf of a 
client, or for internal agency pro- 
motion. 44 


The beginning ¢s the most 
important part of the work, 


PLATO 427-347 B. C. 


‘Taint so, Plato, old boy—with us, if it’s a 
mailing—the end, which is getting it to the 
Post Office on time is also very very important. 
And we might add, that we'll get it to the P.O. 
just the way you want it. 


“Lyfotidssren sme 


CHICAGO 
Fast and Resourceful Service—Since 1919 


— Reasonable, tool 


Multigraphing © Mimeogrephing 
Addressing ¢ Mailing © Plate Cutting © Mechanical Addressing 
Printing © Radio & TV orders processed © Complete Mell Compeigns 


copy it yourself... 


WAY! 


Other ways of copying will then 
seem antiquated. It’s so quick and 
easy to do-it-yourself with your 
“Copy-Craft” photocopier you'll won- 
der why you ever wasted time and 
effort with hand copying methods. 
And “Copy-Craft” photocopies 
needn’t be checked for accuracy — 
they’re exact! Imagine, right in your 
own Office, at a flick of the dial, your 
“Copy-Craft” produces legally ac- 
cepted, permanent copies for a few 
pennies apiece. Can you afford not 
to employ this modern work-saver in 
your business? 


COPY- CRAFT inc. 


105 CHAMBERS ST., NEW YORK 7,N. Y. BArclay 7-4150 


. for more details circle 591, page 121 


September 1956 * ar ¢ 57 





yy 
’ 


Exhibit buying is always done 
backwards, according to Michael 
Stumm, advertising manager of Cru- 
cible Steel. A display should be de- 
signed first to tell the exhibitor’s story 
most effectively, and then the re- 
quired space should be purchased. 
The exhibitor is given the opportu- 
nity to select a uniform block of 
space, usually not deep enough and 
not long enough, but uniform. If he 
needs 24’, he must order it in units 
of 10’. Nevertheless, exhibits are a 
sound method of spending your sales 
promotion budget, but for maximum 
results, they require sound planning, 
design and intelligent buying. In his 
talk, Mr. Stumm laid down nine 
guiding principles which he has found 
useful: 


1. Choose an exhibit builder who is 
responsible and has a top designer in 
his employment. Too many times, 
exhibitors seem to feel they have to 
be gaudy, have to have some gadget 
or swidget moving, or a bare-legged 
blonde standing on a pedestal. For 
my money, give me a display that 
will graphically tell the story of your 


company, simply and understand- 
ably. 


58 e Shows & Exhibits 


2. Don’t let your builder know how 
much money you have to spend. Give 
him your ideas, brief him thoroughly 
on your objectives, your products, 
and your company. Then let him sub- 
mit a design and a cost. The price 
will probably be prohibitive, but it is 
amazing how you can eliminate un- 
necessary costs and cut his figure 
without hurting the exhibit. 


3. Don’t go ahead on the basis that 
you are going to hire a carpenter. You 
are buying ideas. You are buying a 
backdrop with appeal enough to draw 
people’s interest. Then it is up to the 
salesmen on the floor to take advan- 
tage of the opportunity of meeting 
interested people. 


4. Don’t buy for one show alone. Try 
to design and plan your exhibit, re- 
gardless of size, in small sections 
which can be easily separated, one 
from the other, taken out or inter- 
changed. We find it possible to use 
our exhibit material over and over 
with little more cost than refurbish- 
ing, repairing, and theme changing. 


5. Design your exhibit so that people 
can do something more than just 
stand and look. A safety-glass manu- 


facturer brought attention to his dis- 
play by inviting visitors to throw an 
object against a pane of his safety- 
glass. This served to illustrate a qual- 
ity of the product and, at the same 
time, got the visitor to participate, 
making a stronger and more lasting 
impression. 


6. Have a trained team manning 
your exhibit. They must know the 
product, they must know how to sell, 
and they must realize they have an 
opportunity to contact and talk to 
more prospects and customers in a 
few days than they could possibly see 
individually in a year. 


7. Study the specific show. Be sure 
you know the prospective audience, 
the past record of this show, and se- 
lect your space and your budget ac- 
cordingly. 


8. Get a model of your exhibit built 
well in advance. This makes it pos- 
sible for top management and other 
interested personnel to visualize the 
exhibit; you can better estimate the 
number of people who can see your 
show at one time, and the size of your 
working staff. It is excellent insur- 
ance. 





Irom the Show tor Shows 


AR brings you the best ideas from the nation’s top exhibit people 


who met in Chicago during July, at the annual convention of the 


Exhibitors Advisory Council. Out of a program packed with round 


tables, clinics, speeches, exhibits, and general discussion in 


the corridors, here are some points well worth thinking over. 


9. Provide your booth personnel with 
distinctive company badges. This 
makes it simpler for visitors to get 
the information they want, and lends 
unity to your booth. 44 
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“Exhibiting is basically a form of 
communication,” reported Dr. J. E. 
Bachelder, and the only effective 
measure of the success of an exhibit 
is its power to transmit ideas. This 
was part of a preliminary report of a 
detailed study of the effectiveness of 
exhibits being made by the Industrial 
Advertising Research Institute, of 
which Dr. Bachelder is director. 

Three factors in measuring effec- 
tiveness were isolated. 


e The memorability of the exhibit, or 
how many people remember seeing it. 
e The types of ideas they get from it. 


e The number of ideas they take 
away with them. 


>To measure these, one out of every 
50 visitors to a recent Materials Han- 
dling Show was invited to return the 


next day for an interview. The aver- 
age interview ran 40 minutes, with 
some lasting over two hours! 

Thirty-four exhibits had been se- 
lected for testing, representing a 
cross-section of quality and product 
represented in the show. The visitor 
was given the names of these 34 com- 
panies, and asked to indicate those he 
recalled seeing. He was then asked 
to describe, in as much detail as pos- 
sible, those he remembered. These 
interviews, properly analyzed, re- 
vealed a great deal of information 
about the exhibits and the three fac- 
tors of effectiveness. 

One of the interesting conclusions 
was that the number of sales ideas 
retained by visitors had little or no 
relationship to the size of the exhibit 
nor to its cost. It is simply not true 
that the more money you spend or 
the more space you take, the more 
effectively you will transmit ideas. 


> While Dr. Batchelder emphasized 
that you must be careful in drawing 
too detailed and final conclusions 
from a group of only 34 exhibits at 
one show, his staff did find that in 
order to have a high scoring exhibit, 
four rules seem to apply: 


1. You must get the attention of your 
visitors on an idea. If you put all your 
money on getting attention alone, 
you are not going to get any place. 


2. You must make it easy for the 
person to get your idea. Don’t make 
him do all the work in figuring out 
where the ideas are. 


3. You should tell your story con- 
tinuously and not intermittently. 
Something should be going on all the 
time or you are likely to miss too 
great a number of visitors. 


4. You must talk about product fea- 
tures, or in other words, have some 
idea that you want to transmit. 


>These four factors—attention get- 
ting, ease of mental work, continuity, 
product features—are equally impor- 
tant, and you must have them all if 
you are to have a high scoring exhibit. 
44 
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“The exhibit manager who permits 
himself to become so conscious of the 
necessity of saving money that he 
neglects to look for ways to spend it 
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advertising 
essentials 
show 


november 19, 20, 21, 1956 
statler hotel 
new york city 


Pian now to exhibit 
your products or services — 


Displays - Graphic Arts 
Packaging - Visual Aids - Signs 
Photography - Premiums 
Films - Art - Paper and 
Allied Products and Services 
Over 12,700 advertising 
and sales promotion 
materials buyers attended 
the 1955 show! 


Write on business letterhead 
for guest tickets or 
exhibitor’s information 


advertising trades institute, inc. 
THOMAS B. NOBLE, chairman 

270 park avenue, new york 17 
murray hill 8-0091 


1956 Edition of NOBLE’S LIST 
of Major Buyers now available. 
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SPECIALTY Novelty! | 


Just received and typi- 
cal of the acceptance 
accorded everyplace 
where advertising spe- 
cialty or premium items 
are used. " 











Write for folder showing 
our fascinating products 


See us at N. Y. 
Premium Show 
Booth 86 and 
ASNA show at 
Palmer House, 
Chicago, Rm. 858 


THE WEIGHLET 


@® CLIP HOLDS 
LETTER FOR 


WEIGHING 







STEGEMAN 


SPECIALTY MANUFACTURING CO. 
P. O. BOX 63 DPT. A NEWPORT, KY. 
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has become a member of the control- 
ler’s staff, rather than the sales pro- 
motion staff,’ said Gordon Smith, 
director of sales promotion for Inter- 
national Business Machines Corp., in 
a talk explaining how IBM budgets 
its exhibit costs. “His activity,” went 
on Mr. Smith, “must be one of spend- 
ing wisely and daringly rather than 
saving cautiously and timidly.” 

Based on its experiences in partici- 
pating in more than 400 shows a year, 
IBM has developed a detailed budget, 
reproduced herewith, which indicates 
where its exhibit dollar goes. Using 
this as a guide, the exhibit depart- 
ment can estimate the costs of each 
show as soon as the space cost is de- 
termined. 


>To handle this large-scale exhibit 
activity, there is a design staff of 
eight, whose responsibilities cover 
the window displays in IBM’s wide- 
spread windows as well as show ex- 
hibits. An operating staff of nine is 
assigned to handling the exhibits at 
the shows at which IBM is repre- 
sented, supervising installation, 
emergency maintenance, and dis- 
mantling. A recent attempt to cut out 
this specialized function and turn it 
over to local sales representatives re- 
sulted in increased expenditures 
rather than the desired economies, 
and IBM has gone back to the use of 
traveling specialists. A small ware- 
house group handles the shipping and 
the maintenance of exhibit depart- 
ment properties. 

While continuous efforts are being 
made to prune expenses and save 
costs on exhibits, experience has 
shown that many of the items in the 
budget cannot be cut. The 19% de- 
voted to space rental is difficult to 
cut without disrupting the schedule 
and losing the benefits of continuity 
and seniority. Literature and hand- 
outs can be reduced from the 7% by 
greater control at the show and use 
of less expensive material, but can 
also run much higher, especially 
























From a Brainstorming Session 





We are on the verge of broad new 
concepts in exhibit design, Belmont 
Corn, Jr., president of The Displayers, 
New York exhibit builders, told a 
crowded session of the conference. 
After suggesting some of the possibil- 
ities of the future, Mr. Corn asked the 
audience to submit their wildest ideas 
in an impromptu brainstorming session. 
Here are some of the gems that were 
brought out: 


@ How about using high frequency 
generators or some other way of mak- 
ing an exhibit independent of cables 


for power sources? 


@ Would it be possible to have the 
audience seated in an arena and the 
exhibits move in front of him so that 
he could climb aboard the platform in 
which he was interested? 


@ Why not equip your booth with 
comfortable lounge chairs, and use the 
ceiling to tell your product story? 








e Has anybody thought of equipping 
exhibit halls with moving sidewalks to 
save the feet of visitors? 


@ What's wrong with two-story exhibits, 
using the lower level for the product 
story, and the upper level for sales 
conferences with active prospects? 


@ Can backgrounds and murals be 
produced by projection? Perhaps with 
two beams at right angles, or focused 
at various planes within a vaporous 
screen. 


e@ Can exhibit elements be supported 
electronically or magnetically 
than with a solid structure? 


rather 









e@ Isn't it possible to use sound in a 
differential manner, confining it to very 
specific areas? 









@ Why not use a large X-ray projector 
to show the inner workings of a real 
machine, instead of expensive models or 
cutaways? 


Some of these, wild as they might 
seem, were close to reality, and some 
had even been tried before. 


Requirements 


Serves 
The Paper Market 


Every issue of Advertising Require- 
ments covers new developments in 
paper, answers to paper problems, new 
uses for paper and all the basic paper 
information of importance to adver- 
tising men. Following is a partial list 
of AR articles published just this year 
on paper: 


“Selecting The Right Paper 
For The Job” 
“‘Greaseproof—The Wonder 
Papers For Packaging” 
“What's New in Magazine 
Inserts”’ 
“What Admen Should Know 
About Paper For Offset’’ 
“Paper Progress” 
“Changes in Paper Qualities 
And Characteristics” 
‘Proof Positive For Printing 
On Foil” 


. and many others. 


Sells 


The Paper Market 


Paper manufacturers, processors and 
distributors have found a unique mar- 
ket among AR’s 21,000 followers. 
Consequently AR publishes more paper 
advertising per issue than any other 
advertising publication. Following are 
just a few: 


Appleton Coated Paper Co. 
American Writing Paper Corp. 
Strathmore Paper Co. 

Oxford Paper Co. 

Champion Paper & Fibre Co. 
Rising Paper Co. 

Sorg Paper Co. 

The Beckett Paper Co. 
Gilbert Paper Co. 

St. Regis Paper Co. 

West Virginia Pulp & Paper Co. 
Neenah Paper Co. 

Millers Falls Paper Co. 
Hammermill Paper Co. 
Northwest Paper Co. 


Complete list on request 

q 
W hether paper is your problem or 
your product — turn to AR for 
results! 
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200 E. ILLINOIS ST. * CHICAGO 11, ILL. 
Published by the publishers of an 
ADVERTISING AGE and INDUSTRIAL MARKETING 


when a new product is being intro- 


duced. 


> Major fat is in the 28% devoted to 
background and decoration, but un- 
less cutting is done with great care, it 
will result in an immediate and visi- 
ble loss of quality and effect. Results 
are being obtained, however, through 
new approaches. One example of 
how participation in local shows was 
maintained in spite of a lower budget 
was given. IBM is shifting from ship- 
ping permanent backgrounds, in 
heavy crates, around the country. It 
is developing a new throw-away 
package, inexpensive, light, expend- 
able and preserving all standards of 
quality. As a result, cost per show 
has dropped to $80 to $200 from an 
earlier $500-$1000 range, and IBM is 
able to keep these smaller shows on 
its schedule. 

Results of shows, in terms of sales, 
are kept on IBM cards, as are run- 
ning analyses of costs. These are 
matched against estimates made dur- 
ing the summer of the following 
year’s activity, so that control of 
funds in this area is always realistic. 

“It is all too easy,” reported Mr. 
Smith, “to fall into the habit of using 
budget as an airtight alibi for not 
producing—to use it as the reason for 
not being where you should be and to 
hide behind it instead of using in- 
genuity and imagination. A poorly 
directed budget system rewards the 
inefficient department, robs the well- 
managed department, and quickly 
fosters hidden slush funds and acro- 
batic accounting.” 44 


“Feature” Offers Potpourri 
For Company Editors 


“Feature,” a bimonthly summary 
of free feature articles available to 
editors, is offered by Central Feature 
News Inc., New York. Articles are 
listed in such categories as “how 
to,’ “industry,” “living,” “people,” 
“places” and “style.” All are supplied 
free of cost by U. S. companies, agen- 
cies and institutions. Editors of com- 
pany publications will find them of 
particular interest. 

In most cases photographs and ad- 
ditional data are also available. To 
secure any feature, editors simply 
return a business reply card to Cen- 
tral Feature News. The service re- 
quests that editors send a clipping of 
the article as it later appears in their 
publications. 

A recent issue outlined stories 
offered on sight-saving, party deco- 
rations, home safety, elections and 
nutrition. A sample copy is offered. 


For your copy circle No. 508 on the 
Readers’ Service Card inside back cover. 


“With | 
ORV Osa >)sm 
our POP 
displays always 


POP! i 


says 


Clase Cor 
Chicago Show 

a atalitale) 
OTe to Lib 7 


» Headline setin Filmotype 


“Mars” and 
“Walnut” 


“Finest professional quolity 


photo-composition hand. 
lettering and display type. 


**With our large volume production schedule, 
saving time and man-hours is a must... and 
that’s. why we use Filmotype. Filmotype copy 
is order made for producing oversize type and 
lettering biow-ups—always retains quality! 
Sharp, black Filmotype proofs remain sharp 
and black in blow-ups without retouching. 
And we like the idea of no style limitations. 
Filmotype gives us a variety of type and letter- 
ing alphabets to answer every display need.’’ 


Filmotype means versatility, quality . . . 
and economy, too! 


e@ Over 1,000 styles and sizes from 12 pt. to 
144 pt. 

e Eye-appealing headings for pennies! 

e Repro proofs in seconds! 


e Automatic color spacing system for exact 
letterspacing! 


e Amazingly easy to operate! 


MAIL THIS COUPON 


oeoeveeveeeee eee eee eee eee eee eee 


tHe FILMOTYPE corporation 


7500 McCormick Blvd. 
Skokie, Illinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 

FIRM 


ADDRESS___. 





oe eee 
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BIRD’S-EYE VIEW of (iri } / 


. . . Clinched by a look at the new Sample Portfolio of 


sore’: EQUATOR Index Bristol 


‘To the printing buyer who thinks that all bristols are alike . . . that all are 
limited in their range of colors and uses... the story of Sorg’s Equator Index 
Bristol is a revelation. 
The new sample portfolio for Equator Index tells the story completely— 
what makes it so tough and durable . . . why it prints so be sautifully, by either 
bs Now... offset or letterpress . .. how uniformity of weight and color is maintained by 
SORG’S BLOTTING rigid quality control . . . and many, many other interesting facts about this 
Sorg has acquired the proc- popular Sor - pape r. 
esses, converting equipment, But the really important part of the story for printers and printing buyers, is 
rate tne of WREIN'S BLOT. the fact that Sorg’s Equator Index Bristol is available, in stock, in six eye- 
TING. All of the blotting grades pleasing pastel colors and a brilliant new blue-white white, and in a range of 
foun deer Gee a 1 sizes and 4 weights—for immediate delivery. 
now be made by Sorg and Ask your Sorg paper distributor for your copy of the new Equator Index Bristol 
sold as SORG'S BLOTTING. sample portfolio, or write direct to the Advertising Department of The Sorg 
Paper Company. 


PAPER COMPANY ° Middletown, Ohio — 
G 
THE SOR e Manufacturers and Converters of Stock Line and Specialty Papers 


Tor STOCK LINES 


WHITE SOREX e CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH COVER e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX e VALLEY CREAM and MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No. 1 JUTE DOCUMENT e GRANITE MIMEOGRAPH e SORG'S BLOTTING 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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AMERICA’S NEWEST 
Show PLACE 


By Ted Sanchagrin 
AR Eastern Editor 


A full report on how New 
York’s gigantic coliseum is 
working out, with facts and 
figures, based on the first 
eight shows that have actually 
used this new facility. 


New York’s vast new $35,000,000 
Coliseum at Columbus Circle, which 
opened several months ago to a fan- 
fare of front-page headlines, is a 
unique and successful market place 
for exhibitors, despite what you may 
have read about users’ difficulties 
with labor unions jockeying for ju- 
risdictional position. AR has found 
that exhibitors in the eight shows 
held thus far consistently report rec- 
ord attendances and sales, along with 
scattered and diminishing protests 
against union installation and main- 
tenance overcharges. 

The labor situation at the Colise- 
um, if there is one, differs in no es- 


sential feature from that in any un- 
ionized establishment, new or old. 
Jurisdictional disputes, it is well to 
remember, usually accompany the 
inauguration of any such facility. As 
one of the more experienced show 
managers pointed out to AR, “It may 
at times be strained by ‘he transient 
nature of the event, by its inflexible 
time limits, and by the fact that the 
experience of the various partici- 
pants may differ so greatly.” An- 
other explained that the various par- 
ticipants include inexperienced show 
managers who don’t know when to be 
firm against union aggressiveness 
and new exhibitors confronted with 
unexpected, just and unjust labor 
charges. 

Relative labor peace and record 
attendances marked the first three 
public shows which opened the Coli- 
seum, the National Photography 
Show (first floor), the International 
Automobile Show (second -floor, 
completely carpeted for this one) 
and the International Philatelic Ex- 
position (third and fourth floors). 


> The foreign auto show reported 
that more than $2,000,000 in aute 
sales had been made from the floor. 
At the photo show, the major pro- 
test against labor came from the Po- 
laroid Land Camera Co., plus anoth- 
er photographic firm which declined 
to be identified in print. 

The International Home Building 
Exposition (all four floors) reported 
it broke all-time sales and attendance 
for home shows. One exhibitor said 
he sold 2,000 homes at $7,000 apiece. 
A manufacturer of swimming pools 
reported he received orders for 100 
pools at $2,000 apiece. An equipment 
exhibitor sold 3,700 complete kitch- 
en units. 

Parenthetically, it should be noted 
that the home show was the one at 
which two exhibitors, Scholz Homes 
and Boriz Gertzen Associates, made 
large headlines with protests against 
installation and maintenance charges, 
resulting in a labor peace plan via a 
union-management group formed to 
pass on all disputes and complaints, 
guaranteeing union rights and pay 
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scales while ruling against illegiti- 
mate charges, sharp practices and 
abuses. Now such problems are set- 
tled without fanfare. 


> The common answer to the ques- 
tion, “How do you like the Coliseum, 
and how’s business?” is, “Good, much 
better than ever expected. Why, only 
this morning . . . Labor is okay, costs 
more, but it’s worth it.” Scholz 
Homes, which threatened to pull out 
of the home show, wound up by stay- 
ing when threatened with a $500,000 
suit by the show manager, and 
closed out saying it would be back 
next year. 

Subsequent shows, the Interna- 
tional Antiques Exhibition & Sale 
(all four floors), the National Plastics 
Exposition (first and second floors), 
the Oil Heat & Air Conditioning 
Exposition (third floor) and the 
fabulous Sewing Fashion Festival 
featuring a twice-daily one-hour 
Broadway-type theater-in-the- 
round presentation (fourth floor) 
were peaceful while racking up huge 
attendances and reported sales. 


> Thirteen additional shows, includ- 
ing six this summer, have booked 
the Coliseum solidly through No- 
vember, and the schedule is heavy 
through 1957. The summertime was 
doldrumtime for such show business 
in New York until the Coliseum came 
along, with climate season-proofed 
by air-conditioning. The showplace 
was designed on the premise that, to 
be effective, it must meet the needs 
of conventions, expositions, trade 
fairs and public attractions of every 
type, size and season. 

Its 391,500 square feet of space 
(301,160 gross) can be used as a sin- 
gle unit or accommodate up to four 
separate and independent expositions 
at one time, providing separate lob- 
bies, box offices and visitor trans- 
portation. 

One future exhibitor, however, 
told AR his association figures the 
square footage available is just a 
paper figure, and a show manager 
agreed, saying the figure probably 
includes the walls and air space. But 
another show manager explained that 
the footage varies by type of promo- 
tion. Gross exhibit space consists of 
78,087 on the first floor, (including 
the mezzanine’s 13,686) 82,517 on the 
second floor, 70,553 on the third and 
70,003 on the fourth. 


> What does this mean to the exhib- 
itor or potential exhibitor? The Coli- 
seum rents the floor or floors to a 
show manager, $18,000 first floor, 
$23,000 second, $13,000 third and 
$10,000 fourth for a two-week period. 
The period includes three days to get 
in and three to get out. In turn, ex- 
hibitors rent space from the particu- 
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lar show manager, rental varying 
from $3.50 to $4.50 a square foot. 
Some shows split the two-week 
period. 

If you want to obtain factual infor- 
mation on shows which might be of 
value to you, write the Exhibitors 
Advisory Council, 39 Cortlandt St., 
New York 7. The council’s associate 
members are show managers, display 
builders and exhibit service organi- 
zations, such as the Coliseum, the 
New York Convention Bureau, 
trucking firms, and so forth. 


> Built by the Triborough Bridge & 
Tunnel Authority, the Coliseum has 
been leased for a 10-year period—at 
a minimum $300,000 a year—to the 
Coliseum Exhibition Corp. The cor- 
poration is no greenhorn in the ex- 
hibit business, three of its top officers 
having been with the old Grand Cen- 
tral Palace when it served as the 
city’s exposition building. 

The corporation leases exhibition 
and meeting space to associations or 
individuals, usually show managers. 
The manager selects the service con- 
tractor, and the contractor contracts 
for labor. Service contractors are 
Ivel Construction Corp., United 
Booth Equipment Co. and Strauss 
Decorating & Exposition Co. There 
are no exclusive contracts covering 
trucking, photography, florists, de- 
tective agencies, furniture suppliers 
and so forth. Contracts for such rep- 
resentation are made by the indi- 
vidual show manager (usually for 
trucking) or the service contractor 
for the particular show. The only 
officially recognized organization is 
an electrical company, to protect the 
Coliseum’s interest in its own fix- 
tures. 

Built at a cost of some $35,000,000 
and some lives (a floor collapsed dur- 
ing construction), the exhibition 
building is said to be the largest of 
its type in the world. A 20-story of- 
fice tower, designed to increase in- 
come from the structure, rises above 
the southern end of the exhibition 
building. Here are some other facts 
of interest to exhibitors: 


e Street loading is eliminated. The 
largest truck and trailer combina- 
tions on the road can drive directly 
onto the first floor, or to the second 
via a 21’ wide ramp. 


e Five freight elevators ranging up to 
38-ton capacity serve all floors, and 
elevators aid in handling heavy, 
bulky freight. 


e There are nine high-speed pas- 
senger elevators to all floors. 


e Some 46,000 fluorescent lamps set 
in specially designed fixtures provide 
shadowless daylight lighting of the 
entire exhibition area. 


e Complete service facilities are 
within a few feet of each exhibition 
space. Part of the permanent build- 
ing construction, they provide water, 
gas, steam, electricity, compressed 
air, telephone, vacuum, drainage, 
radio and television and special han- 
dling devices. 


e A zoned public address system can 
pick up any section of the Coliseum 
or beam music or speeches to a spe- 
cific area. 


e Your audience can get to the show- 
place via three subway systems and 
four bus lines, which deposit riders 
at the door. Visitors from New Jersey, 
upstate New York or Connecticut 
can drive to the 57th St. exit on the 
West Side Highway, or Long Island 
via the Brooklyn-Battery Tunnel. 


e The basement and sub-basement 
provide space for 850 cars with direct 
elevator service from the garage to 
all exhibition floors. 


e Food and beverage bars on each 
floor and a 350-person cafeteria 
lounge on the second floor are open 
to visitors, and are operated by Harry 
M. Stevens Inc., of Belmont, Aque- 
duct, Jamaica, Empire, Yankee Sta- 
dium, Ebbets Field and Polo Grounds 
fame. 


e The 287x78’ lobby serves either as 
an entrance for one show, or is di- 
vided by glass panels into four sepa- 
rate foyers, each with its own 
entrance, box office and direct trans- 
portation to specific floors. 'The first 
floor lobby when used alone has five 
boxoffice windows, the second ten, 
and third five, the fourth five. 


e The second floor has a 275-person 
meeting room. DuPont used this at 
the plastics show for its closed-cir- 
cuit color tv programs, picked up 
from a booth on the first floor. 


The Coliseum is in business, and 
must be considered as one factor that 
is putting New York back in the com- 
petition for the larger shows with 
Chicago and Atlantic City. 44 


Co 
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Automatic Stapler . . . Thumb Tacker 
fastens, removes and stores 40 tacks in 
spring loaded handle—for bulletin boards, 
blueprints, signs, displays etc. Priced at 
$2.95, Thumb Tacker is offered by E. J. 
Hajny, Ferndale, Pa. 





**He’s really on the war path! ’’ 


@ High costs got you doing a war dance? You can 
make it a waltz if printing is one of the items. Paper 
costs represent more than 25 per cent of the average 
printing job. Consolidated Enamel Printing Papers 
cost less than other enamel papers of equal quality! 

The reason is simply a modern papermaking 
nrethod pioneered by Consolidated. Several costly 
manufacturing steps are eliminated, yet finest quality 
is maintained. 

JupGE FoR yoursELF! Whether you use sales 
brochures, booklets or any other quality printed 
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material, Consolidated Enamels can save you money, 
without sacrificing quality. These savings are offered 
only by your Consolidated Paper Merchant. Contact 
him today for complete facts and free trial sheets to 
make your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 
production gloss e modern gloss e flash gloss 
productolith e consolith gloss e consolith opaque 


Consolidated Water Power & Paper Co. @ Sales Offices: 135 S. LaSalle Street © Chicago 3, Iilinois 
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Ed Edwards meticulously checks 
bacteria in water used by New 
York and Penn. A completely new 
water treatment system removes 
impurities before the water is cir- 
culated through the plant. 


HIS MICROBE HUNT MAKES PAPER BETTER 


Ed Edwards, Water Engineer at New York 
and Penn’s Lock Haven, Pa., mills, isn’t on 
the brink of discovering a new miracle drug 
... but he is the man who helps make sure the 
paper you buy is clean and free of impurities! 

Hundreds of gallons of water go into the 
making of every pound of paper. And it’s Ed 
Edwards’ job to perform mass murder on that 
water’s bacteria population. He wages the 
same battle against common dirt, too. 

Ed Edwards—and men like him—super- 
vise the purification of enough water at each 


New York and Penn mill to supply a large 
city. It’s a big job... yet it’s only part of New 
York and Penn’s quality control over every 
ingredient, from wood chips and pulp to 
chemicals and fillers. 

If you'd like to know some of the reasons 
why New York and Penn papers print better, 
look better, and feel better, we'd be pleased 
to send you the name of our nearest distribu- 
tor, who can supply you with the samples. 
New York & Pennsylvania Co., 230 Park 
Ave., New York 17, New York. 


New York and Penn 


Kile and ; Fb Ce Wlanufacti ceed 


Super ° English Finish Litho °¢ 


English Finish * Eggshell °¢ Offset * Music * Bond * Tablet * Duplicator * Mimeograph * Drawing 
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a system for 
controlling 


PRINTING 
COsTS... 


in the final article of this authoritative series, the author 


discusses paper and summarizes the cost-saving factors. 


By Frederic Kammann 
President 
Kammann-Mahan Inc. 
Cincinnati, Ohio 


“Proper organization and plan- 
ning,” says the author, “can cut at 
least 10% off your printing bills.” 
Far from just an idealistic theory, 
the author has seen his own printing 
bills shaved down, without losing 
speed or quality, by the application 
of the system described in this series 
of articles. 

The key to Mr. Kammann’s system 
is a series of nine basic decisions: 


1. Purposes of the printed job. 

2. Uses of the printed job — move- 
ments, handling, in use. 

. Contents—words, pictures, space. 
Format-—size, shape, arrangement. 
. Printing processes. 

. Printing plates (for letterpress). 
. Binding and finishing processes. 

. Paper—printable materials. 

Cost. 


WONAUDW 


The first seven of these decisions 
have been covered in the four pre- 
ceding articles in this series, which 
appeared in the May, June, July and 
August issues of AR. This month, Mr. 


Kammann discusses the final two de- 
cisions — paper and other printable 
materials and cost. 


8. Printing Papers 


Common trade terms for types of 
printing papers cannot suggest the 
broad range of papers to be found 
within the group. Therefore paper 
should be specified by: 


Brand (mill name) 

Color 

Basic substance 

Size (preferably a standard size) 
Mill sizes (Check delivery date) 


These trade terms have definite 
meanings: 


e Coated ... Paper with an applied 
surface to make it smooth. 


e Folding ... Paper made with extra 
long, strong fibers; and if coated the 
surface material is more pliant. 


e Rag ... Paper containing a per- 
centage of rag fibers, usually speci- 
fied as 25%, 50%, etc. Rag content 
makes the paper stronger, crisper. 


> Each step in planning the printing 
job affects the selection of paper 


which is the physical substance of the 
job. The important characteristics 
are: 


e Surface ...on which the printed 
impressions are made. 


e Color. 
of “white.” 


. including various tones 


e Bulk... thickness of paper related 
to weight, density. 


e Strength ... resistance to tearing, 
bursting, breaking when creased. 


© Opacity ... resistance to “show 
through” of printing on reverse side. 


e Reflectivity ...degree of glossiness 
—reflection of light. 


The accompanying table makes a 
general evaluation of paper charac- 
teristics. It cannot indicate the con- 
siderable range of values existing in 
different papers in the same type 
group, however. 

When in doubt as to paper selec- 
tion, consult a reliable printer or pa- 
per merchant. Do not take it for 
granted that suggested alternative 
papers are necessarily equivalent. 

Estimates or quotations: these 
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CHART OF PAPER CHARACTERISTICS 


NOTE: Ratings apply to general types of paper, not to specific brands. Their purpose is to aid 
the planner of printing to select a ae kind of te for the specific job. 


SURFACE 


BOOK 
Antique 
Laid 
Eggshell 
Plate 
Machine F. 
English F. 

; Super-Cal’d 

~ Bible (India) 

Ya R-gravure 

: _ Offset 
__Newsprint 
~ Coated Gloss 
~ Coated Dull 
Coated Cast 
Coated Offset 
Coated Folding 
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REFLEC- 
TIVITY |HALFTONE 


COMMENTS 


50 
50 | Surface pattern 
“a cd ann 
65 | Plate; Linen; Ripple 
100 Wie oe 


__ Very thin; opaque 
In rolls 


1 
1 
1 
2 
3 
3 
> 
2 
3 
1 
1 
9 
4 


10 i 0 : ‘ Also coated 1 side 


85:00 


Plate; Ripple 
150 





Ledger- Rag 
Duplicator 


Bristol-In Index 


__ Bristol-Ra Rag 
__Manifold 


SPECIAL 
Blotting 
__ Poster 


a 
Tracing 


should be based on identical specifi- 
cations, unless for purpose of com- 
paring different specifications. 


>It is well to also consider other 
printing materials. Included are: 


e Plastics ... Due to varying compo- 
sition and nature of different plastics 
they require different printing proc- 
esses and inks. Technical advances 
are being made continually. Consult 
authorities before specifying plastics 
to be printed. 


e Aluminum Foil... A widely used 
printed material for special purposes. 
Consult authorities. 


e Rigid Materials... The silk screen 
process is generally used for printing 
large and rigid surfaces such as ply- 
wood, heavy cardboard, metal, com- 
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position boards such as Masonite, 
glass, and plastics in heavy sheets or 
molded forms. 


9. Cost 


Printing costs are the consequence 
of the planning decisions. If cost is a 
decision it comes ahead of the other 
decisions which then hang on it. If 
allowable cost covers the purposes 
and uses of the printing job you buy 
a measure of results; otherwise you 
buy an expenditure. 

Printing jobs considered in this 
planning method are custom-built, 
each to fit its particular situation. It 
is purposeful material and once com- 
pleted cannot be converted to other 
end uses. 

Physical materials used in many 
jobs are but a minor part of their 


Drawing Board 
_ Thin; low opacity 


Like newsprint 


Nearly transparent 


cost. They consist of paper (or other 
printable material), ink, and some 
materials for plates. It follows that 
attempting to reduce costs by cheap- 
ening these physical components is 
tackling the problem at an unprom- 
ising point. These are the general cost 
factors involved: 


1. Preparation: 
e Planning 
e Creative work — layout, copy, 
artwork, photography 
e Type 


2. Production: 
Plates 
Paper* 
Ink* 
Make-ready 
Presswork—press run* 
Binding—finishing* 





It takes a lot of practice to approach perfection. 
But for nearly 70 years, printers and Cantine’s have been 
pulling together for improvements in fine halftone printing... 
and today, Cantine’s brush-coated papers are counted on 
to give top-quality performance in pressrooms everywhere. 


LETTERPRESS: e Hi-Arts e Ashokan e M-C Folding Book e M-C Folding 


Cover @ Zena @ Catskill e Velvetone e Softone e Esopus Tints e Esopus 
Postcard 


OFFSET-LITHO: Hi-Arts Litho C.1S. e Zenagloss C.2S. e Zenagloss Cover 


C.2S. @ Lithogloss C.1S. e Catskill Litho C.1S, e Catskill Offset C.2S. e Esopus 
Postcard C.2S, e Esopus Tints 


THE MARTIN CANTINE COMPANY, Specialists in Coated Papers Since 1888 
SAUGERTIES, N. Y. « 


In Los Angeles and San Francisco: Wylie & Davis 


Branches: NEW YORK and CHICAGO 





3. Packing & Shipping: 
Minimum quantity packages* 
Delivery—shipping packages* 
Labeling* 
ai Shipping—transportation* 
ans you LUCKY MARVELLUM cOveR... \ * Costs directly affected by quantity; 
: ANY KIND OF PRINTING‘S EASY other costs are constant and are borne 
oa FOR YOU TO TAKE by the first piece printed. 


> Here is an example of costs factors 
in practice. Take an actual job, with 
costs figures rounded to the nearest 
even hundred: 


© 32-page booklet, 812x11”, self-cov- 
ered, saddle-stitched; printed offset, 
four-color one side; two-color the 
other side; quantity, 100,000. 
Preparation 

Production 


Cost per copy: 40¢. 


e Try to reduce the cost by cheapen- 
ing paper by 1¢ per pound: 

19,800 pounds of paper: total sav- 
ing, $198. Saving per copy: $0.00198. 


e Reduce the cost by increasing the 
quantity to 150,000: 
50,000 additional copies 
Original 100,000 
alittle nasal saat 


YOU'LL LIKE THE WAY MARVELLUM COVERS PRINT Per copy cost: 3344¢. Saving: 6%¢ 
Whether your job calls for offset, letterpress, silk screen, foil a 


stamping or embossing, you'll eliminate printing problems and © But wrong artwork was furnished 
. to the printer, who was required to 
get better results — every time — when you use Marvellum cover 


s : ; v ; make some of the plates over. 
papers. You'll like their folding qualities, their toughness and 


This cost $1,200. Added cost: $0.012 


their flexibility, too. And Marvellum covers are available in a per copy. 


wide range of up-to-date colors and a variety of grain finishes : 
. : ; © Overtime was ordered to make up 
to fit your exact requirements. Write today — or call your jobber 


a week’s time lost in making over 
for free samples and test-run sheets. plates and getting final okay by cus- 
tomer. 
This cost $2,300. Added cost: $0.023 
per copy. 


THE MARVELLUM COMPANY pouvonn, ase, | ° Extre cost of improper planning 
and scheduling: 

Extra plates ........................ $ 1,200 

I andiccikceesemcesns < 2,300 

| 3,500 


Cost per copy: 3.5¢. 


e Figured against the printing cost 
of the job, this imposed a 14% pre- 
mium on the job cost. 
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>Here is a handy checklist to help 


cut costs and hold quality: 
AR Reaches Out... : 


1. Start planning in time to allow 
safe time for preparation and pro- 
to more advertising agencies than any other a. Hee sees Sar enner- 


; gencies and upsets. 
publication. If you sell advertising services, oe Miele tenes hak wires 
equipment or supplies to or through agencies purpose and uses. 
3. Check size of sheet against press 
AR is All Right For You size and paper standards to avoid 
re waste. 


4. Check number of pages, or mail- 
ing weight, against postal rates. 
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clemus 


AFTERGLOW, AN ETCHING BY JOHN TAYLOR ARMS 


The softly Soubutonh surface of ohilidiin Dext and 
on a ils henadl dechbe ed ge eos ils mistilnlls 


feeling of quality see old ait extra ecualii of ef fec- 


liveness lo the finest printing po printed advertising. 


Mohawk Paper Mill 
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GUIDES 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CoO. 


830 Isabella St., Oakland 7, Calif. 


ELVA-GLO® 


Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 1 


Manufacturers of 


__... for more details circle 663, page 121 


Rising ’ 
PLATINUM 


“Smoothest * 
sheet this side of 
coating!” ... per- 
fect for formal an- 

nouncements, calling 
cords, distinctive 
correspondence. 


ONIC, MASS. 
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JOB TRAFFIC CONTROL 


OPERATION 


~ Job Planning—Organization 
“RoughDummy sits 
Comp-Semi-Comp Layout* 

Finished Art*® 
— ; 


Partial Clearance _ 
Revised Art* 


Revised Copy - 


__Final Clearance _ 
_ Type—Repro Proofs* 


Keylines* 


~ Plates* 
~ Printing* 
: ~~ Binding-Finishing* 
Deliver “Shipment _ 


Calendar time: 12 weeks 


TIME ALLOWANCE 
Working Days 


PROGRESS 
Working Days 


NON ODM 2 OO Sb b 


Left columns of figures indicate time allowance for each step accumulated for the 


job, and remaining available time at the start of each succeeding step. 


Right columns record actual time required for each step as taken, and remaining 


available time in the schedule. 


In the specimen figures used above the job is shown to be about 7 days ahead of 


of schedule at final clearance. 


* Overtime Areas—get suppliers’ time requirements in advance, if possible, for sched- 


uling purposes. 


5. Avoid close color registration if 
possible. 


6. Consider use of type instead of 
hand-lettering. 


7. Check possibilities of multiple 
folding. 


8. Check folding against machine 
folds. 


9. Get firm, final approval of copy 
before setting type. 


10. Avoid over-runs or re-runs if 
possible. Order maximum needed 
quantity in original press run. 


11. Eliminate hand operations in 
production wherever possible. 


12. Note “preparation of art copy” 
and “preparation of text copy” (June 


AR). 


13. Printing mailing permit on mail- 
ing pieces rather than affixing stamps. 


14. Allow for weight of ink in calcu- 
lating mailing weights of blank dum- 
mies. 


15. Self-cover booklets cost less than 
added covers; self-mailers cost less 
than envelopes. 


16. Colored paper costs less than 
added press run for color. 


17. Destroy obsolete artwork and 
plates so they cannot be used by mis- 
take. 


18. Avoid handling inter-fitting parts 
(typesetting and artwork) separately 
and simultaneously unless a perfect 
fit is assured. 


19. Make pieces of artwork to be 
combined in the same plates to the 
same reduction to avoid extra camera 
work or stripping. 


20. Where areas of type are to be 
broken up for color, or for color sep- 
aration of line etchings, consider 
making an electrotype for each color, 
routing out material running in other 
colors. This assures perfect register 
and cuts cost of plates. 


Time schedule control . . The steps 
in planning and producing a printing 
job are, in the main, sequential. Suc- 
cessive steps are dependent on the 
preceding steps. Some steps, such as 
typesetting, making plates, printing, 
allow less time leeway than others. 
Therefore, in setting up a time sched- 
ule for the job, it is best to work back- 
ward from the delivery or shipping 
date. 

Obvious reasons urge this pro- 
cedure: 


e The production steps provide lit- 
tle or no allowance for making up 
time lost in preceding steps. Also, 
they are in the overtime area. 


e Few, if any, of the steps can be 
taken simultaneously with others, 
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As the clock strikes one, Santa’s helper is still all 
thumbs. But Mother smiles indulgently, antict- 


pating Christmas morning and the irrepressible 
excitement of children. 
f d & | Heralding the Christmas season are the glamor- 
xX Or wa” Bt ous gift catalogs of manufacturers and retailers. 
* a oo b The fine creative work which goes into their prep- 
~ aration is vividly brought to life by the superior 
P \/ ) printability of Oxford Papers. Advertisers and 
ap ers printers know they can depend on Oxford fon 
uniform, high quality. For specific examples, call 
your nearby Oxford Merchant or write us direct. 


HELP BUILD 


OXFORD 


SALES PAPRRS 





This insert is a sample 
of the offset results 
you can get on 


Fenwick Superfine 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 


P cence SUPERFINE OFFSET, a recent addition to 


Oxford Papers, is a premium grade of outstanding quality 


and. appearance. It is film-coated paper, highly pigmented 
for added brightness and opacity. It is also super-calendered 
to a high glossy finish. Fenwick Superfine is admirably suited 
for black and white or multicolor offset printing, especially 
for subjects containing sharp details and reflective surfaces 
such as jewelry, glassware or appliances. 


WESCAR SATIN PLATE OFFSET is a film-coated, pigmented paper of high 
brightness and opacity with dull satin finish. It is also designed for 
black and white or multicolor offset printing, and will give soft, pleas- 


ing results in clear detail for a wide range of subjects. 


WESCAR GLOSS PLATE OFFSET, a companion sheet to Wescar Satin 
Plate, is also manufactured with a pigmented coating film super- 
calendered to a high gloss finish. It lends luster and detail to offset 
printing in either black and white or multicolor. 


TWO VALUABLE AIDS: (7) The oxFoRD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. . 
Buffalo, N. Y. . 
Charlotte, N. C. 
Chicago, Il. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N. C. 
Hartford, Conn. . 


High Point, N. C. 
Indianapolis, Ind 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. 


Long Beach, Calif. . 


Los Angeles, Calif. . 
Louisville, Ky. 


Lynchburg, Va. 
Manchester, N. H 
Memphis, Tenn. . 
Milwaukee, Wis. 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. 

New Haven, Conn. 
New Orleans, La. . 
New York, N. Y 


Oakland, Calif. . 
Omaha, Neb. . 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . 
Washington, D. C. 
Worcester, Mass. 
York, Pa. 


W. H. Smith Paper Corp. 

‘ Henley Paper Co. 
Wyant & Sons Paper Co. 
Carter Rice Storrs & Bement 
. The Mudge Paper Co. 

" Wilcox- Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 

. Henley Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
Midland Paper Company 
The Whitaker Paper Co. 
The Johnston Paper Co. 

The Whitaker Paper Co. 
The Cleveland Paper Co. 
Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co. 

‘Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
Henley Paper Co. 
MacCollum Paper Co 
Bermingham & Prosser Co 
Bermingham & Prosser Co. 
Graham Paper Co. 
Louisville Paper Co. 

: Roach Paper Co 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co. 
Louisville Paper Co. 

— Paper Co., Inc. 

>. H. Robinson Co. 

: ouisville Paper Co. 

Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co 
Wilcox-Mosher-Leffholm Co 
‘ Graham Paper Co. 
Bulkley, Dunton & Co., Inc 
Carter Rice Storrs & Bement 
Graham Paper Co. 

Baldwin Paper Co., Inc 
Bulkley, Dunton & Co., Inc 
Green & Low Paper Co., Inc 
Kennelly Paper Co., Inc. 
The Whitaker Paper Co 
Blake, Moffitt & Towne 

; Western Paper Co. 
Carter Rice Storrs & Bement 
Atlantic Paper Co. 

Ww iIcox- Walter-Furlong Paper Co 
Blake, Moffitt & Towne 
Brubaker Paper Co. 

General Paper Corp. 

C. H. Robinson Co. 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

Bermingham & Prosser Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc. 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N.Y. * OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill 
Mills at Rumford, Maine, and West Carrollton, Ohio 





with safety. Possible exceptions are 
copy and artwork. 


e A sound time schedule emphasizes 
the importance of prompt coopera- 
tion by those involved in clearances 
and okays. 


e It establishes a reasonable time 
schedule at the start of the job, as it 
affects later activities involving the 
use of the printing. 


Traffic may be scheduled on a sim- 
ple form, or on tack or peg boards. 
The accompanying chart illustrates 
a simple line-up. 


Supplementary Comment. . The 
skeletal structure of this method is 
composed of the sequence of deci- 
sions to be made by the printing plan- 
ner. Many technical points have been 
either omitted or merely briefed. It’s 
assumed that the planner either 
knows them or can get them. Perhaps 
it’s too much to expect that the plan- 
ner can get others, who make deci- 
sions or influence them, to give them 
the conscientious attention they de- 
serve. But there’s much to be gained 
in trying. Nor will the method sud- 
denly fall into smooth working facil- 
ity. Again, it’s worth continuing 
effort. 

Basically the method is adaptable 
to a wide range of situations. That’s 
up to the planner. It can be further 
condensed, or expanded as the needs 
dictate. 

Does the system work in actual 
practice? The answer is an unquali- 
fied yes! I know . . . we’ve used it 
successfully for a number of years. 

44 


Enlarged Copying Board 
Simplifies Figure Work 


For copying figures, tables and 
other detailed text matter, Lansdale 
Products Corp., Lansdale, Pa., has 
devised a regular size copy board and 
line finder which fits into a side desk 
drawer. This board will take sheets 
up to 17” wide, thus accommodating 
a large number of columns or figures. 

Ledger sheets and other papers are 
held in place on the Cope-e-Eez by 
grippers at the top margins. A mov- 
able bar, or line finder, follows each 
line of copy down the page. The op- 
erator controls the line finder by 
simply tapping on a wide spacing bar 
at the bottom of the copy board. 

The new Cope-e-Eez is finished in 
gray with nickel trimmings. The 
guide line, or line finder, is a dark, 
eyesaving green. Price of this secre- 
tarial aid is $16.90. 

Additional details are available. 


For your copy circle No. 509 on the 
Readers’ Service Card inside back cover. 


Prominent Users of Strathmore Letterhead Papers: No. 124 of a Series 


SOUTHERN CALIFORNIA EDISON COMPANY 
EDISON BUILDING © P.0. 80x 358 


LOS ANGELES 53, CALIFORNIA 


Mild climate permitted economical 
open-air construction 

for the giant 280,000 kilowatt 
Southern California Edison 
Etiwanda Steam Station. 


A powerful reason 


for Quality! 


Every letter signed in your office carries two messages 
...its written words, and oftentimes more important, a significant 
impression of your corporate character. For example, a handsomely 
simple design on a quality Strathmore Paper underscores the de- 
pendable reputation of the Southern California Edison Company. 
Have your supplier show you samples of Strathmore Letterhead 
Papers. See for yourself the difference a quality letterhead makes 
in a powerful portrayal of your company. 


Southern California Edison Company supplies low-cost 
electricity to nearly a million-and-a-half customers. Its twenty-four 
hydro-electric plants, some located in the High Sierra Mountains, 
and eight fuel-powered plants, have a generating capacity of well 
over two million kilowatts to supply power for residential, commer- 
cial and industrial use. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 
THISTLEMARK BOND. ALEXANDRA BRILLIANT, BAY PATH BOND, STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 
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a three-company team, under one-company management 


that will show you what teamwork really is... 


It’s night as well as day teamwork 
on typography, electrotypes, plates,* 
and mats. For the members of the 
Progress-Hanson-Progressive Group 
are trained and organized as stand- 
ins for each other. This means that 
you’ve got your job under one-point 
control all the way around the clock. 
You save time. You save trouble. 
You can make last-minute changes 
easily, surely. Call us on your next 
job . . . whether it’s for one of our 
services, or for all three! 


*Progress Plates + Plastic Plates + Rubber Plates 


FREE — AND AT NO OBLIGATION TO YOU! 
It takes a 30-page booklet to describe ALL of 
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the services that we offer you. Write for a copy now. 


PROGRESSIVE GROUP 


HANSON @ 


THE PROGRESS 


913-23 Filbert Street, Philadelphia, Pa. 


PROGRESS 


PLATE MAKING COMPANY 


W Alnut 2-0447 


9th & Sansom Streets, Philadelphia, Pa. 


HANSON 


ELECTROTYPE COMPANY 


WAlnut 2-5567 


9th & Sansom Streets, Philadelphia, Pa. 


PROGRESSIVE 


COMPOSITION COMPANY 


W Alnut 2-2711 





NEW YORK phone: MUrray Hill 2-1723 e WILMINGTON phone: OLympia 5-6047 e BALTIMORE phone: SAratoga 7-5302 « WASHINGTON phone: EXecutive 3-7444 
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THE QUICK DETACHABLE V-BELT 


Oe 


SORE 


The four standard covers . . . The bulletin layout is chosen accord- 
ing to the proportions of the cover photo. Above are the standards 
for illustrations that are horizontal, vertical, narrow vertical, and 


VERTICAL 
‘ TURBINE 
PUMPS 


DEAERATING HEATERS 
AND DEAERATORS 


WORIZONTAL 
SINGLE - ELEMENT TYPE 


ae : WORTHINGTON | 
"WORTHINGTON | Css 
. Ti e Gn 


wd 


materials. 


WORTHINGTON 
~~ SS ee 


square. Only rarely have special layouts proved necessary, and 
these are generally limited to sales promotion and advertising 


WORTHINGTON Saves With 


Standard Specifications 


When you can reduce the cost of a 
printed bulletin from $7,500 to $3,000 
or $4,000, it’s something worth doing. 
And that is just what Worthington 
Corp.’s advertising and sales promo- 
tion department has done. And while 
Worthington’s plan may not be suit- 
able for every company, the elements 
that spelled success here have wide 
application elsewhere. 

The key, according to M. E. Zieg- 
enhagen, Worthington’s A&SP man- 
ager, is the standardization of pro- 
cedures, which includes the design 
of printed bulletins. Actually, cost 
isn’t the only benefit to be obtained 
from this approach. Among the 
others resulting from standard for- 
mat are these: 


e The bulletins are easier to read. 
e There is greater interest because 
photos, not design gimmicks, catch 


the eye. 


e Production is speeded up, giving 
better service to operating divisions. 


e Limitation to square halftones and 
the avoidance of expensive, non- 
functional art devices makes for a 
cleaner book. 


e Standardization permits booklets 
and pages from different books to be 
combined for special purposes, with- 
out clashing of design. 


>The directions for obtaining a 
standard format in what is basically 
a style book for copywriters and de- 
signers are contained in a loose-leaf 
notebook issued to all key members 
of the advertising and sales promo- 
tion department, entitled Standard 
Procedures. Such a book is, itself, 
standard procedure throughout 
Worthington, and everybody is used 
to having such a reference manual 
to refer to whenever a question 
comes up. 

This manual is divided into seven 
major sections, of which only two 
are concerned with the design and 
production of printed bulletins. 


Others define the job specifications 
for each member of the department, 
cover methods of keeping in stock on 
bulletins, policy on cooperative ad- 
vertising, accounting within the de- 
partment, and a section headed Gen- 
eral, with miscellaneous topics. 


> Of greatest interest are the sections 

on production and art. To accompany 
the duplicated instruction sheets is 
a four page printed sample publica- 
tion, giving detailed type and style 
specifications, both in text and in de- 
sign of the bulletin itself. 


Worthington has standardized on 
an 81x11" page size, with three 13- 
pica columns, using 10 pt. Bodoni for 
the text. Heads, captions, and other 
supplementary type are all to be 
taken from the Futura family. The 
bulletin describing the standards 
estimates that this format can be 
used advantageously for 90% of com- 
pany bulletins. It goes on to say, how- 
ever, that the company “will not hesi- 
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STANDARD SPECIFICATIONS 
for Worthington publications G 


and readability of Worthington major markets using many Worth 
¢ materially ington products, Other bright oy 
ot portunities are also im sight 
nd format prac The code shown b 

. used by artists in preparing le 

for the printer. Examples of prope 

general catalogs we of the code are shown on pa 
ored to specie 2 and 3 


Poge Sie b . ' Coptions 


Gutter 


Nomencioture 
Columns 


Mon Heods 


ene Subheods ura Bold Caps 


' 

Futura Demibold Caps 
Futura Bold Caps 
Futura Bold Caps & I 
Futura Demibold Caps 
f 
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' 
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stura Demibold Caps & 1 
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Center Heads t. Futura Demibold Caps 
pt. Futura Demibold Caps & 1 


rly well-established @ position near iron anuther metal 
strength sulfuric acid thon in the galvany The danger of failure of 


© and other alloy equi 


Sub-headline — (Center on 


the “activated” con<alome! half 
Thus Worthite is anodic by 
volts to the lead having such servos gal 


All high nickel alloys «« 
ze “e 4 


Worthite wetted surfaces ‘ 
retreally fy le under b ale failed in such bead 


Shatt of large diameter «lin 
inates vibration 
Meter winding «prot 
special mossture - resis 
mish 

Rigid cost ren frame 
with motor 


C) As shows above end right, nomenclature x vet in 10 pt Boden Cop: Bi « | pt led with Shaft sleeve sealed against 
10 pt Future Demibeld Cope & Le run ine 


cating thet is much much more ft. which could create » metal huss these: ath yc . 
noble than lead itself, When suc of 0.40 IPY pares Rpaveeteelly Snowe’ 
lead sulfate coating he «thie 0 corte © « a a oo ee 
and relatively ne r om the " gid wing mounting a 
_ n 7 sures smooth operation 
Pyramid type monoblec support 
M Ventilating air inlet 


Protective measures may vary 
with the alley Ived, but the 
following methods have prove 
used in connection — success ful in lead-Worthite «ystems 


te usually cs at approx- on lead so that alloy ¢ 
0.148 volts, Worthite in which may he 


Listings can be set in 2 columns —(4 

Industral fuel elf burners Diese! engines (day tank service) 
Lebeieating off Gitration oystome Goer reducers (lubricating ell circulation! 

achine tools \coolent circulation 

Schick chanted Packaging machines (pumping give! 

Paint spray outfits 

Smell loundry Canning machines 
Beverage dispensing equipment Hydraulic aute lifts 


Metering units for fueling trucks and buses Small marine croft (bilge pumping) 
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THIS IS 30 PT. FUTURA BOLD CAP 
THIS IS 30 PT. FUTURA DEMI-BOLD C 


THIS IS 24PT. FUTURA BOLD CAPITALS A B 


This is 24 pt. Futura Bold Caps and Lower Ca 


THIS IS 24 PT. FUTURA DEMI-BOLD CAPS A BCD 
This is 18 pt. Futura Bold Caps and Lower Case ABCDEFGHIJKL 
This is 18 pt. Futura Demibold Caps and Lower Case ABCDEFGHI 


This is 18 pt Futura Medium Italics Caps and Lower Case ABCDEFG 

This is 14 pt. Futura Bold Caps and Lower Case ABCDEFGHIJKLMNOPQRSTUV 

This is 14 pt. Futura Medium Italics Caps and Lower Case ABCDEFGHIJKLMNOPQRSTUVW X 

This is 14 pt. Futura Medium Caps and Lower Case ABCDEFGHIJKLMNOPQRSTUVWXYZAB 
Hes. in ol ' TABULAR MATTER - 


— 


See ene Moree Type of Speee Copecity 
Tyee ct Pump of Pump Orive 7M or 





CENTER HEADS-DON'T CENTER 
Field and laborators 














A) When iiustretion |) two columns wide, coptien thouid Be vet 
then is three columns wide, ception shewld be centered o: vet in 
of the lvstrenen 


8) AN product phates thovid be reproduced 
on wqvere-finish rather than silhovette—eacopt 
in cones woch os Fig. C 
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Preparation of Copy for the Printer 


td for umformity of 
polling. punctuation, capital: 


set, and capt sti ur 5. Indicate br 
set again an and tw illustration is to appear 
dentitied carbons. The reason for this is 6, Whenever a layout accompan 
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cent e in type f her than that text, heads, and 
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at machines lavout by k 
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the copy 
3. Do not fold typed sheets since 
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ns wee Seebehees ect the sheets in the 
con + copvholder 
9. Obtain all approvals on the 
typewritten copy rather than 
the typeset proof. It's exper 
y lubricat sive to change type after it i 


ire long 


ert 
©. When revising a publ 
always type the revise 
» separate sheet of | 
key it to the area in which it 


WORTHINGTON CORPORATION 
ty HARRISON Wd MAnrmLO ND NEWARK MOA surFALO. NY WhitvaLt WY MOLTORE MASS. DENVER, COL’ 
MAIMMEAPOLS MINN ALHAMBRA CAL On CITY, PA. SUCCASUNNA WD 


ices WARRISON, NEW JERSEY 
rt Repreventotives 


While there have been some minor changes since these basic format instruction 
pages were prepared for Worthington’s A&SP Standard Procedures Manual four years 
ago, they still serve as a control guide for the majority of the company’s bulletins. 


For a complete story on Worthington’s A&SP Department, see Industrial Marketing 


for August. 
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tate to deviate, of course, for certain 
special promotional brochures, and 
for special direct mail and merchan- 
dising promotional pieces. However, 
we feel that many of the basic prin- 
ciples of these standards can be wise- 
ly applied to practically all printed 
matter where top quality and ap- 
pearance is desired.” 


There are seven of these principles 
listed in the Worthington manual: 


e Standard column width for copy. 


e Illustrations across the page in 
multiples of the column width. 


e Use of good, realistic, square-fin- 
ish photos wherever possible to ex- 
plain features and ideas. 


@ Use of relatively few type sizes 
and typefaces. 


e Elimination of non-functional art 
gimmicks that otherwise clutter the 
layout and distract the reader. 


e Functional use of color, to help ex- 
plain a point or a product feature (as 
opposed to common non-functional 
ways such as burying a photo in a 
color plate). 


e Use of an editorial or news-type 
format rather than “arty” formats in- 


volving tilted, interlocking photos, 
etc. 


>Covers have also been standard- 
ized, and four variants are included 
in the procedures manual. Since the 
manuals for which these standards 
are intended are generally limited 
to a description of a single product 
or class of products, an identifying 
photograph is a key element of each 
cover design. The particular format 
to be used depends on the proportions 
of the selected photograph. The four 
variations have been designed to 
handle prints that are horizontal, 
vertical, narrow vertical, and square. 

A special instruction on the use of 
color has been included, and the 
manual spells out in some detail the 
Worthington approach to color. It 
can be expressed in two words—func- 
tionally and sparingly. The extension 
of these remarks is well worth quot- 
ing: 

“We believe in using color when- 
ever we can use it functionally. If we 
can not use it functionally, we believe 
it is usually best not to use it at all. 
And if we must use it non-function- 
ally, it is best to use it sparingly. 
Splashing it around liberally usually 
detracts. 

“Color contrast can often play a 
very important part in conveying in- 
formation to the reader. Examples: 
“1. Directing reader interest to the 
specific part of the product empha- 


ACN 


The ‘‘heart’’ of Warwick 
Fotosetter* machines. The 
modern way to set type. 


Here’s the modern way 
to set type...and SAVE! 


The above sketch shows why Warwick Fotosetter* 
composition is both fast and economical. 

Photographic images of the type characters (shown 
in sketch) are automatically exposed at the rate of 
480 per minute...8 a second. 

If one reproduction proof is all that is required, 
sensitized photographic paper is loaded into the 
camera, exposed, processed ...and presto, the job is 
finished. 

Economical? You bet—because it is fast and re- 
quires the absolute minimum amount of handling. 

Type may also be set on film which is used for a 
variety of purposes. 

Investigate today. Let us show you how you can 
cut costs on your typesetting. 


*Trade Mark Reg. Intertype Corp. 


920 Washington Avenue «+ St. Louis 1, Mo. 


Warwick Serves Clients in 40 States, 
Canada, Mexico and Cuba. 


WARWICK TYPOGRAPHERS, /nc. 


CVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
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A R than any other publication. 


If you sell advertising 
services, materials and 


REACHES 


MORE equipment to or through 


agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING 
AGENCIES 


ADVERTISING REQUIREMENTS. 


sized in the copy. 
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ACCURATE 


PROOFREADING 


PART OF A COMPLETE TYPE SERVICE 


CHICAGO 11 
22 East Illinois Street 


LOS ANGELES 15 
928 South Figueroa Street 


WASHINGTON 1, D.C. 
509 F Street, N.W. 
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fast \ 
~ ‘TYPE 
COMPOSITION 


from dependable H. O. BULLARD! 


History’s fastest, most dependable messenger service—the U. S. Mail— 
delivers your proofs by OVERNIGHT AIRMAIL anywhere in the coun- 
try! BULLARD, New York’s most complete typesetting plant, pays all 
postage both ways, including Special Delivery when required. 

Wherever you are, whatever your typographic needs, Bullard’s complete 
service is only 24 hours away! Join the thousands who have relied since 
1909 on Bullard for the latest in Lino, Mono, Ludlow, foundry... . 
repros and photo lettering. 

COMPOSITION BY MAIL is made simple and easy for you with 
BULLARD’S ALPHABETS—a $35 book which can be yours FREE. 
This encyclopedic 536 page type reference volume is the indispensable 
tool of type directors and production men across the country. Write today 
for your free trial copy—no obligation. Use it FREE for 10 days. If 
you’re completey satisfied, remit $35—if not, return at our expense. 

IF WITHIN 1 YEAR OF PURCHASE YOU ORDER 
AT LEAST $500 WORTH OF COMPOSITION FROM 
BULLARD YOU GET YOUR $35 BACK! 


Write today for full details on your 10-DAY FREE 
TRIAL COPY of BULLARD’S ALPHABETS. 


For complete typographic service —get set with 


H. O. BULLARD, INC. 


150 VARICK ST., NEW YORK 13, N. Y. © AL 5-1770 
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“9. Helping to explain an operating 
principle or mechanical operation of 
a product. 

“3. Used in bar graphs, etc., to differ- 
entiate between different quantities, 
or degrees, or materials. 

“4. Used to reproduce the natural 
color of the product and its surround- 
ings—when this will help in putting 
across a sales feature or make the 
product easier to remember. 

“Content and format that immedi- 
ately flash an impression of helpful, 
newsy, easy-to-read material offer 
by far the best assurance of getting 
the reader’s attention and getting 
your sales message across to him... 

“With content and format like this, 
there is no reason to use non-func- 
tional color as an attention-getter. 
It is an extremely weak addition. 
Many tests show it to be harmful— 
probably because non-functional 
color is widely used to take the place 
of ideas and factual content, and be- 
cause many readers tend to associate 
splashy, non-functional color with 
puffy ad-y content. 

“But if the content and format are 
good, the addition of functional color 
will make them better. It makes the 
material look more helpful, easier- 
to-read.” 


>Does this program of standardiza- 
tion work? Worthington has had it 
in effect for more than three years 
now, and while changes and improve- 
ments have been made from time to 
time, it has no idea of abandoning it. 
It has resulted in a marked economy 
in production, which was its first ob- 
ject. But in addition, the company is 
reaping additional and unexpected 
benefits. Consolidated catalogs which 
cut across product lines within the 
company are produced almost me- 
chanically, since pages and sections 
can be lifted and combined without 
clashing of styles. In addition, sales- 
men have become familiar with the 
format, and can quickly find their 
way through a totally unfamiliar 
piece of literature. And the occa- 
sional unwieldy and expensive design 
monstrosity that used to slip through, 
is no longer a problem. 44 
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Production Control... 


Printed File Folder Has 


Room on Face for All Data 


by Elmore E. (Kay) Kayser 
Advertising G Promotion Manager 
Krylon Inc. 

Norristown, Pa. 

One day James W. Bampton, presi- 
dent of Krylon, asked me a number 
of questions about some promotion 
jobs in the works. 

He wanted to know weight of stock, 
type of stock, colors, costs, how far 
we had advanced on each job. 

I tried to get the information 
quickly, but found it was virtually 
impossible. Competitive bids were 
scattered about, and a few hard to 
find. Jobs were scattered around the 
files, with part of the information in 
one file, rough artwork in another, 
mailing lists to be used in another, 
etc., etc. To be conservative, it was a 
bit confusing, even to me. 

I then tried to work up a check list, 
which was mimeographed. Informa- 
tion for each job was put on the list. 
To be more accurate, we used the 
check list to check against ourselves. 


>Then we took another approach. 
We set up a job jacket for each job. 
At first this seemed to be the answer. 
Soon, however, we found that lack of 
index tabs was a handicap since so 
many jobs were going through simul- 
taneously. But in order to follow up 
and try to determine just how far we 
had gone on each job, we had to pull 
the jackets out of the file and search 


Folder in Use . 





— 
SPECIFICATIONS PRODUCTION 


PRODUCTION COSTS 


rk 


REPRINTS IMPRINTING 


Price 





Manila Folder . . 


through them. Material then had to 
be removed and searched. 

That is when we sat down several 
evenings and worked up folders that 
not only would hold all of the mate- 
rial on each job, but would be a com- 
plete file in itself. 

We worked up all the data we 
would need to know at a glance and 
laid out the data, categorized it and 
then typed it on an oak tag folder. 
The index on the folder included the 
title of the job and form number for 
cross checking. 


. . The author checks on a job going through his shop. 


. The face of this folder holds all important production facts. 


QUOTATIONS 


SUPPLIER ee 


DDRESS . SSE 
SALESMAN PHONE: cee 


QUANTITY 


PRICE 


SUPPLIER 
ADDRESS 
SALESMAN 
QUANTITY 


PRICE 


SUPPLIER 


| 
ADDRESS — cITyY - - 
SALESMAN —__. - 

QUANTITY - 

PRICE - - - » « — - 

| 

} 

| 
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> Now at a glance we had every- 
thing: bid, proofs, quotations, dupli- 
cate bills, etc., etc. 

In the upper left corner was the 
space for the date the job was or- 
dered, date promised and then date 
delivered. This info can be used for 
future reference on competitive bids. 
The quantity is listed in the same 
spot, along with delivered price and 
terms of payment. This gives us the 
financial data at a glance. 

On the right side all the quotations 
on that job can be detailed, including 
the supplier who bid, address, sales- 
man, phone number, quantity and 
prices. My own remarks can be made 
at the bottom of this column. This in- 
formation comprises half of the fold- 
er space. 

We then divided the other half into 


various areas, most importantly. 


1. Specifications, including stock, 
weight, color, color of ink, size, 
folded, punching, binding, padding, 
type of printing. 


2. Production includes a record of 
all items, including layout, artwork, 
photos, retouching, proofs, composi- 
tion, with timing by outside sources. 


>In other words, the entire job data 
is directly in front of us by merely 
pulling out this file. The need for 
opening the folder and searching 
through it is eliminated, even though 
the contents are catalogued within, 
since all information is either typed 
in or written in. 

The result has been a considerable 
improvement of time and efficiency 
in following a job through. 44 


September 1956 ¢ ar + 79 





EDITORS and 
LAYOUT MEN 
from 
ISTANBUL 

to 
AUCKLAND 
are 

Praising 

and USING 
our 4 
PRACTICAL 
HANDBOOKS 
on 
PUBLICATION 
LAYOUT... 


Double-Spreads 


$3.755 (MH | 
\\ ORDER DIRECT from \ 


| Box 3240 | 
MENDOTA, MI. || 
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Index Offers Quick Survey 
Of Photoprocess Letters 


A “quickie index” of photoprocess 
lettering is offered by The Headliners 
Inc., New York. It’s intended to serve 
until a more comprehensive catalog 
is released. All master alphabets were 
designed by lettering specialists. 
Styles include fine-line scripts, out- 
line and shaded letters, gothics and 
extended sans serifs. 

Price per word is $2.50, regardless 
of style. Copy or headlines can be 
condensed, expanded or italicized 
photographically at a slight extra 
cost. 

All styles are available from the 
New York or Chicago studios of the 
Headliners or from the Typography 
Shop, Atlanta. Both local and out- 
of-town service are provided. 


For your copy circle No. 527 on the 
Readers’ Service Card inside back cover. 


Announces Four Gothics 
In Light, Bold Weights 


Two series of condensed gothics 
in light and bold combinations are 
illustrated in a new booklet from 
Mergenthaler Linotype Co., Brook- 
lyn. The heavier forms, Gothics Nos. 
19 and 20, have been paired with the 


au : 
ie LB 1inaseries... 


composing 
ele 


At Service Typographers highly skilled composi- 
tors assemble the type for your ads and printed 
pieces in this spacious and modern composing 
area. This, plus many modern machines and sea- 
soned type experts at Service, puts more into your 
typesetting to help you get more out of it. 


3 = RVI sn S typographers, inc. 


723 S. WELLS ST., CHICAGO 7, ILL. 
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gothic 


7 How is one to assess an 
ABCDEFGHIJKLMNOPQRST 


19 How is one to asse 
ABCDEFGHIJKLMNOPQRST 


12 How is one to assess 
ABCDEFGHUKLMNOPQ 


mI How is one to assess 
ABCDEFGHIJKLMNOPQ 


lighter letters, Nos. 17 and 18, on the 
same matrices—No. 17 with 19 and 
No. 18 with 20. 

Useful in a wide variety of com- 
mercial and promotional printing 
applications, especially where econ- 
omy of space is essential, gothics are 
adapted to classified, fashion and 
pharmaceutical advertising, labels, 
small space packaging and modern 
type arrangements. 

One series, Gothic Nos. 17 (light 
face) and 19 (bold face), is cut in 
sizes ranging from 6 to 36 pt. The 
other, Gothic Nos. 18 (light) and 20 
(bold) is available in 6 to 24 pt. 
sizes. Carefully graded for color, 
these series provide four weights of 
exceptional clarity and legibility, ac- 
cording to the company. 


For your copy circle No. 528 on the 
Readers’ Service Card inside back cover. 


Vogue Family Displayed 
In New 56-Page Catalog 


A jumbo catalog of the entire 
Vogue sans-serif series has been pre- 
pared by Intertype Corp., Brooklyn. 
This adaptable typeface for line- 
casting machines is offered in a wider 
range of sizes and weights than any 
other series produced by the com- 
pany. 

Eight weights are illustrated in 
text blocks and capitals: 


Vogue 

Vogue Bold 

Vogue Bold Condensed 
Vogue Bold Extra Condensed 
Vogue Condensed 

Vogue Extra Bold 

Vogue Extra Bold Condensed 
Vogue Medium Condensed 


Also shown are detailed displays of 
miscellaneous and advertising fig- 
ures, piece and special fractions, liga- 
tures, alternate characters and other 
basic matrix information in sizes 
which range from 6 to 60 pt. 


For your copy circle No. 529 on the 
Readers’ Service Card inside back cover. 
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Over 500 pages, 350 faces — Wey, 72 tat Py 
$12 ve, Y24 
ALL letters of the alphabet (caps, to, erase nae 
lower case, figures and points). > 
Display sizes, 4 to 120 pt., in 66 pica 
or 11 inch lines! Body faces, 
4. to 14 pt. in comparative blocks — 
solid, 1 pt. and 2 pt. leaded! 
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THE ADTYPE WORK BOOK 


Six-and-a-half years in the making, the Adtype Work Book fills a void 

in the graphic arts industry. It is unique because it is so comprehensive. More than 
a reference book, it is a true working tool that makes every type specifying 

or copy casting job faster, easier, more accurate. The Adtype Work Book shows you 
how the type will look before you order. The 11” x 14” loose leaf pages 

can be removed for tracing. Simplified copy fitting charts cut down working time 
still further. Also shown are the newest developments in photo typography, 

in complete fonts. Order type the modern way, order your Adtype Work Book today! 
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A CONTINUING SERVICE...as new type faces enter 
into general use, supplement sheets are sent 
to you without cost. 


Ask about 
Adtype Speedy 
“TYPE-BY-MAIL” Service 


Genuine buckram cover « Steel backed binder « Slick Silkote Stock 


at ht Rael Se oe yer 


Adtype Service Company, Dept. AR-9 
916 No. Formosa Ave., Hollywood, Calif. 


CA 


ORDER BY MAIL 


4850 
Send check or purchase 
order. 10 day free trial 
if desired. Satisfaction 
guaranteed. 

%*Full price credited if $500 type is 
ordered in 6 mos. We return your type 
by air same day received and pay 
postage both ways! 


RESO SSeS we 


[_] Check or purchase order enclosed 

[-] Send Work Book on 10 day free trial 
[_] Send free folder showing all services 
NAME____ 

COMPANY 

STREET 

CITY 
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Consistency and ingenuity 


spell impact and attention-getting 


pull for Remington Shavers. 


82 e Window & Store Displays 





By P. K. Thomajan 


For the past six years, Arthur 
Burke, display director of Remington 
Rand Electric Shaver Division, has 
been scoring successive hits starring 
Remington Shavers in the windows 
of the company’s New York head- 
quarters, at 305 Fourth Ave. These 
highly stylized displays, bearing the 
impresario touch, have won many 
medals and have been saluted by col- 
leagues in the field. Certainly, they 
have proven an oasis of visual re- 
freshment, and a welcome sight to 
thousands of passersby. 

Having at his disposal two win- 
dows, 4x9’ and 4’ deep, Mr. Burke has 
managed to create in this limited 
area expansive displays featuring the 
Remington Shaver, with dramatic 


REMINGTON 


60 De Lue 


impact. He works with the utmost 
simplicity, directness and taste. There 
is a complete concentration on 
graphic ideas, with a verbal and vis- 
ual line which makes them so very 
easy to look at. Above all, these well- 
groomed windows are well-man- 
nered and they graciously introduce 
the Remington asa shaver well worth 
knowing and having. 


>Since a shaver is a rather small 
object, Mr. Burke proceeds with the 
logical assumption that it is impossi- 
ble to draw attention to it directly, so 
he goes about creating alluring set- 
tings which will arrest the passerby 
and cause him to come closer. Then 
and there the onlooker becomes 
aware of the secondary phase of the 
display—a neatly effected inset of a 


Remington Shaver in the over-all 
scheme of the window. As a rule, the 
skill in achieving this dual sensation 
pleases the passerby and makes a 
definite impression. 

The prevailing mood of these win- 
dows is one of romantic whimsy, 
which tends to give the passerby a 
lift and also raises the status of the 
product. Mr. Burke finds that he can 
work with sentiment and enthusiasm, 
when he chances upon some quaint 
object that inspires him. It can be a 
thing as simple as brass arrows, but 
he knows how to use them to spear- 
head a complete ensemble of agree- 
able associations. Thus, he spins a 
sort of gossamer web, which captures 
elusive fancies. Mr. Burke’s display: 

set a precedent all their own 
and his “Shaver Shows” rate an ex- 
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designing revolving 
displays? turntables? 
“ee use 


TRIANGLE’S a 


flat-as-a-pancake 


‘Laay Susan 


bearing 
All in one piece — no parts 
to lose or handle 


~ 


Display men who have used 
Triangle’s “Lazy Susan” bearing 
for revolving displays and turn- 
tables say there’s nothing on the 
market to equal it. Comes in 3 
sizes: 3”, 6” and 12” — only 
6" thick. Carries light or heavy 
weights. Swivels easily on ball 
bearings in large race. All steel, 
stamped and interlocked construc- 
tion. Priced amazingly low. For 


tensive review which should provide 
the reader with insight into his ver- 
satile technique. 

Mr. Burke, a fair psychologist, 
likes to align his themes with the 
rhythm and drive of human interests, 
which give them their spontaneous 
appeal. In one window he made a 
vivid reality of every ardent philate- 
list’s dream—an intimate alcove beau- 
tifully plastered with stamps in all 
forms, shapes and varieties. A three- 
panel screen-type iron frame made 
the basic unit. The right end was 
covered with a colorful fabric that 
consisted of a montage of stamps. 
From the center panel, there extend- 
ed a desk top, on which was placed 
an album and a Remington. Opposite 
it was a chair, also covered with the 
stamp fabric. The left wing of the 
screen showed large blowups of 
stamps along with the copy panel 
which read: “The Remington 60 De- 
Luxe—Collector of Happy Owners.” 

Horses and the spirit of racing are 
another live theme, close to human 
impulses. Working in this vital vein, 
Mr. Burke started his composition 
with a large white ceramic head of an 


information, write: action-charged horse, which he posed 
on a ledge against the accordion fold 
background covered with a wallpaper 
with an equestrian motif. Then, on a 


lower level, he presented a straight- 


TRIANGLE MANUFACTURING CO. 
Oshkosh, Wisconsin 
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New Stag Beer DECAL WINDOW VALANCE 
by MEYERCORD 


Features ‘‘Day and Night’’ Effect 


The basic design idea for the new Stag Beer Decal ; 
Window Valance program is a New Orleans wrought Write for your Free 
iron effect . . . with both day and night attention copy of the Meyercord 
value. In daylight the grill work is antique white “ADvisor’ Decal Man- 
on a soft green background ... “se lighted 
from inside, the grill work appears black against a : 
translucent a background. For that important formative and helpful 
“added ingredient” in your decal point of sale pro- in planning your decal 
gram, call upon the art production and service facil- program. No obliga- 
ities of Meyercord—to pay dividends in resultfulness. 


a 
OLYCKC 


MIGHT EFFECT 


val—in full colors. In- 


tion, of course. 


THE MEYERCORD CO. 
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away of Remington entries topped 
by the fast-reading words, “From a 
Long Line of Thoroughbreds—The 
Remington 60 DeLuxe.” 

A casual visit to a local garden sup- 
ply shop prompted a display with an 
engaging “green thumb” touch. Here, 
Mr. Burke took the humblest ingre- 
dients and blended them into an ap- 
petizing visual concoction. He se- 
cured pleasing linear symmetries by 
taking rakes, shovels and hoes and 
balancing them into verticals and 
horizontals, which braced the com- 
position of the display and made trim 
divisional breaks for the introduction 
of product. The background consisted 
of a cypress picket fence, against 
which garden utensils and shavers 
were mounted. A gay spot of color 
was achieved by tacking on a flower 
seed packet. Down in the lower fore- 
ground, a watering can was placed, 
out of which flowered a little vine. 
This time, the copy panel assumed a 
poetic tinge and read: 


“Planting seeds 
Pulling weeds 
Fixing the place 
Why not your face!” 
The Remington 60 DeLuxe 


The prevalent sight of new steel 
structures going up everywhere im- 
pressed Mr. Burke as a contemporary 
motif calling for use. So he took sev- 
eral wooden beams, gave them a 
coating of red lead to simulate steel 
beams, and then arranged these in 
another variation of verticals and 
horizontals. This composition again 
accommodated itself to the harmo- 
nious placement of shavers, giving 
them natural support. One thing 
that Mr. Burke earnestly strives for is 
to devise hospitable situations for 
Remington Shavers, so that they are 
welcome entities and not imposing 
strangers. The copy panel in this 
structural composition took the form 
of an unrolled blueprint and read: 
“Precision Planning Means Sturdy 
Construction—The Remington 60 De- 
Luxe.” 

An exquisite miniature figure of 
an armor-clad knight formed the 
nucleus of another display. The back- 
ground panel was covered with a 
striking wallpaper depicting the car- 
nage of a medieval battle. Here the 
copy was aptly phrased as follows: 
“For Gallant Service—The Reming- 
ton 60 DeLuxe has no peer.” 

A collection of 18th Century vests 
inspired a display with copy that 
read: “The 18th Century Dandy 
Never Dreamed of the Convenience 
of the Remington 60 DeLuxe.” 

While attending a Yale crew race, 
Mr. Burke was impressed by the su- 
perb coordination of this spectacle. 
From it he was able to abstract a 
window that had its own poetry of 





GIANT 8" ~~ 
FULL COLOR CUTOUTS 


INDOOR MODEL HAS RIGID EASEL BACK 
OUTDOOR MODEL IS WEATHERPROOF 
AND GROMMETED 


100” (1 


Full-figure Santa cutouts in many sizes provide innumerable 
possibilities for outdoor, window, and in-store Christmas 
displays. All sizes are rigidly constructed, mounted on 
heavy cardboard, and equipped with sturdy easels. 


This original and exceptional reproduction of artist 
Showalter’s famous oil painting of Santa Claus, 
showing the jolly old character in one of his merriest 
moods, has virtually become the accepted 
personification of old St. Nick. 


LIFE SIZE SANTA 42 5 


59” Tall, 44” Wide San 


LITHOGRAPHERS, INC. 
21 South Ninth Street 


Salesmen, Jobbers and aint J outs 
Agents Write .... 


Contiicual 9750 


18 SANTAS, ALL SIZES *90°° 


.& 
e This packaged assortment of Santas in five sizes is the most useful 
re = accessory any merchandising-minded display manager could 
24 possibly have. Santas are cut out to 
. 


se. ” ‘ face both right and left, adding 
ges (c. to their varied usefulness. 
b& é 


No. C-510. Your best 
buy. 18 Santas, includ- CUTOUTS LIKE LIFE SIZE 
ing 9-8", 4-14", 3-17,” WITH TOYS 


vee = ay 1) sl 
, P58 "| Tan | 70 | 650 | 600 
[36 | S00 | 480 | 375 | 325 

[8 | aan [275 | 280 | 275 

ie 1a 100 | | 70 


LIKE GIANT— NO TOYS 


- +» for more details circle 589, page 121 September 1956 ¢ ar «+ 85 





Diagnosis of physical ills? 
Call in a specialist! 


Same with merchandising 
problems. WE’RE specialists 
in selling your product 
WHERE IT COUNTS: at the 
point of sale. 


Diagnosis... research and anal- 
ysis of your product and re- 
quirements. 


Prescription...inspired design 
and economical fabrication. 


Cure... prompt, carefully engi- 
neered shipment, for intact 
arrival and easy setup. 


You, too, can benefit 
from our profit-proved 
MIRACLE MEDICINE 
for ailing sales... 


write today for 
¥ informative literature! 


display 
sales 


1638 GEST STREET 
CINCINNATI 4, OHIO 
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motion. A vertical oar established the 
focal theme. A rudder made a con- 
venient platform base for shavers. A 
photogram type poster panel mingled 
various crew motifs. Then, breaking 
below this, was the well synchro- 
nized copy line: “Balance and Speed 
Make For Unbeatable Performance 
With the Remington 60 DeLuxe.” 


>The various copy panels have a 
harmonious decor and enjoy an easy 
legibility. The initial capital letters 
are executed with a fine regard for 
the character of the subject and sym- 
bolize it. Also evident in the men’s 
displays is a virile masculine quality 
which enhances the vitality of their 
appeal. Golf clubs and balls were 
smartly juggled in a window which 
amplified the rhythmically swinging 
line: “Land On the Fairway with The 
Remington 60.” 

And here another observation on 
the Burke display technique, and that 
is his facile knack of orchestrating 
the objects of a theme into a homo- 
geneous consistency which intensifies 
its pertinent impact. 

A fisherman display featured a 
variety of colorful lures with nets 
treated as drapes. Here the verbal 
hooker dangled a question mark: 
“Angling For Shaving Comfort? Use 
a Remington.” 

The obelisk motif has had quite a 
vogue of late, so Mr. Burke felt im- 
pelled to attempt a shaver tie-in. 
With this thought in mind he made up 
a black wrought iron frame in the 
form of an obelisk fitted with several 
platforms, on which were placed 
fetching bric-a-brac along with 
models of that very genteel fuzz- 
frisker—The Remington. Then, on a 
background drape of white silk sus- 
pended from a brass rod, he had let- 
tered in black in a chaste Grecian 
script, the words: “An Ancient Cus- 
tom Becomes Modern With the Clas- 
sic of Electric Shavers—The Reming- 
ton 60 DeLuxe.” 

While browsing through an old 
print shop, Mr. Burke’s idea-eye was 
intrigued by a pair of Victorian color 
prints of a coronation ceremony. 
After acquiring them, he mounted 
them on a regal background and in 
the foreground placed various sym- 
bols of royalty—crown, sceptre, etc. 
The shavers were positioned on a 
scarlet pillow edged with gold braid, 
which gave them an air of belonging 
to this haloed circle. The copy mes- 
sage was inscribed in a scroll and 
read: “Treat Your Chin Royally with 
The Remington Foursome.” 

Cupids are ever a delight and sel- 
dom fail to win admiration. They are, 
of course, a “natural” for Valentine 
windows. Mr. Burke, in his explora- 
tions along quaint highways and by- 
ways, stumbled upon some old images 


of these romantic cherubs. He had 
them blown up to a fairly large size, 
mounted on rosily tinted cardboards, 
and made into cutouts. He arranged 
a pair of them around a scarlet tabo- 
ret on which were placed golden gob- 
lets. Artfully appearing on their wing 
tips were various models of the Rem- 
ington Duchess, designed for my lady 
fair. Suspended above them was a 
third Cupid, most angelic, which held 
a handsome herald, that proclaimed 
the following: “Cupid Stay! Hast 
thou heard of the Duchess for Val- 
entine’s Day?” 

An authentic 18th Century sedan 
chair was the inspiration for the in- 
troduction of the Ladies’ Shaver. It 
inspired a setting for an 18th century 
ball, with the chair parked outside on 
the grounds of the house in which the 
ball was taking place. The copy for 
the display read: “An Opulent Era 
Without the Convenience of the 
Remington Duchess.” 


>Every attempt is made to make 
Christmas windows outstanding. A 
recent one featured the flowing face 
of Santa executed in frilly paper 
sculpture. In the foreground, there 
was a row of four rural mailboxes 
with open fronts on which were 
placed an array of Remingtons, some 
gaily gift-wrapped. Pine cones and 
simulated snow gave the scene a holi- 
day realism. The copy had a pert 
twist: “For Everyone But Santa—the 
Remington 60 DeLuxe.” 

The mood of spring with its hum- 
ming, buzzing sounds has a peculiar 
affinity for Remington Shavers. 
Mr. Burke nicely capitalized on this 
in a delightful pair of windows. Both 
displays had a background of a white 
board fence. One showed a series of 
golden boxed honeycombs, some of 
which were inset with shavers. The 
copy panel read: “Busy as a Bee? 
Get a honey of a shave with the 
Remington 60 DeLuxe.” The oppo- 
site window showed blossom-clad 
branches on which were perched 
bird’s nests—some contained baby 
birds with open beaks, while others 
contained shavers. Here the copy 
ran: “Eager too... are the Ladies 
for the convenience of the Remington 
Duchess.” 

Another dual hit was a pair of Val- 
entine windows with a nostalgic Gay 
Nineties mood. The passersby were 
afforded a diverting glimpse into two 
lush dressing rooms, one feminine, 
the other masculine. A striped red- 
flocked wallpaper gave each chamber 
a roseate aura. The period accessories 
such as blue milk glass jars, ice cream 
store seats, marble top tables and 
brass rods endowed these settings 
with a cozy sentimentality. A thread 
of romance was subtly introduced 
by interchanged Valentine greetings 





HUNDREDS of IDEAS 


for exciting hard-selling store promotions 


POLLACK 


STOCK PROMOTIONS 


... Latch Promotional Power 
for any budget! 


Sales boosters in a hurry . .. that’s the Pollack 
STOCK line of dramatic displays and storewide 
promotional kits. 


Pollack displays are created by an idea team of experi- 
enced merchandising men to build store traffic and 
sales. They’re perfect for chain operations and inde- 
pendent stores serving the variety, drug, grocery, hard- 
ware and other fields. 


Pollack displays are noted for their brilliance and 
high visibility . . . for their ability to focus con- 
sumer attention. There’s a variety of selling mes- 
sages and art treatment for every promotional 
season or special event. Copy changes and im- 
prints are available. 


Here’s your opportunity for promotions 
with high selling power .... at a low 
budget cost. Write for idea file of “Stock 
Promotions” 


Pollack SPECIAL 


Promotions 
high sales impact at store level 


From art to distribution, Pollack relieves you 

of promotional details . ... and gives you a 

custom created, sales-pulling promotion that as- 

sures profitable success! Whether 

individual displays or complete pro- 

motions with pennants, streamers, 

oie te ceed ue — 6000 promotional kits with over 2,000,000 Red & White's successful “35th An- 

ally and quickly on. integrated pieces each imprinted for one of 90 man- niversary Sale was promoted by 3000 

equipment for letterpress, lith- = ufacturers were printed, assembled and outlets. Each sales-pulling kit con- 

ography and silk screen 2 drop shipped for the variety chains huge tained 60 display pieces ranging in 
National Brands Week Promotion size from 120° to 36” colorful posters 

Write for “Special Promotion” brochure to ™ x 11% hard working price 


peyppe CEEREL DEPT. A 


TTT ar Poster Print eee 


NEW YORK OFFICE—175 FIFTH AVENUE 
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POWERS AWARD WINNING 
MOTION DISPLAY 


tucked into respective mirrors. Ra- 
zors were gently placed in lustrous 
pearl shells. The captions communi- 
cated the following: “A Gift to Keep 
Him Your Valentine Always. The 
Remington 60 DeLuxe.” And—the al- 
ternate—“A Gift to Keep Her Your 
Valentine Always—The Remington 
Duchess.” 


>Concerning the matter of anima- 
tion, Mr. Burke has very definite 
ideas. He feels that displays which 
employ fast, jerky, repetitious action 
tend to become monotonous, dull and 
cheap. He prefers to introduce motion 
in an easy natural manner. For in- 
stance, in a nautical display, he 
worked in a ship’s wheei and inserted 
the shavers between its bars. The 
slowly rotating wheel made an ideal 
turntable. Again, in a tonsorial dis- 
play featuring a barber shop quartet, 
motion was pleasantly contrived by a 
rotating barber pole on which was 
lettered the words: “Shaving Har- 
mony.” 

These Remington Shavers’ win- 
dows are booked for one-month en- 
gagements and it is said that they 
play to continuous standing room. 
Management has found them a source 
of both prestige and profit, and there- 
fore accords Arthur Burke carte 
blanche to continue with his shaver- 
endearing endeavors. However, his 


Kellogg, a big name in POP, uses the Synchron “‘30"', big power in POP, for more action 


on short duration jobs. 


Powered by the new, mighty little Synchron 30 in. oz. Display Motor, Kellogg's ‘Tony 


the Tiger’’ 


was judged best among the light or motion displays in the Sixth Annual Awards 


Competition sponsored by the Lithographers National Association. The display was created 


by Snyder and Black, New York. 


Find out how Synchron can give your displays more motion power. Write for free literature 


today. 


SYNCHRONOUS MOTORS, TIMING 
CLOCK MOVEMENTS, 
MAGNATORC D.C. MOTORS 


MACHINES, 


Factory Representatives: The 
Fromm Co., 5254 W. Madison St., 
Chicago, Ill. R. H. Winslow 
Assoc., 123 E. 37th St., New York, 
N. Y. Electric Motor Engineering, 
Inc., 8255 Beverly Bivd., Los An- 
geles 48, Cal. and 3907 Lyon 
Ave., Oakland, Cal. 


PRINCETON 11, INDIANA 


Wh! “Workhorse of the industry’ 
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professional judgment never permits 
him to become carried away by airy 
illusions—for he is constantly aware 
that his primary responsibility is to 
make a display sell merchandise by 
creating a spell around it. 44 
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Mass Promotion Display . . . ‘’Two-Faced”’ 
Giant for Nestle products holds blackboard 
on which any one of six different litho- 
graphed posters can be displayed. 


Nestle’s Promotes Products 
With “Two-Faced” Giant 


A friendly-looking, 10’ giant who 
displays full color paper posters on 
either side is being used by the Nes- 
tle Co., White Plains, N. Y., as a dis- 
play for mass merchandise promo- 
tions in the supermarkets. 

Created and produced by Einson- 
Freeman, Long Island, N. Y., “Mr. 
Stilts” is made of lithographed card- 
board with identical views on either 
side to catch the customer’s attention. 

The Nestle giant comes equipped 
with a set of six lithographed posters 
advertising different Nestle products. 

According to the company, the ge- 
nial giant is not only “two-faced” 
but also leads a double life in that 
his blackboard can help the store 
manager promote the store’s own 
“specials” in between Nestle mass 
merchandise promotions. 44 





Mr. AR Reader... 
specify the “Tiffany” 


of color reproduction... 


Micro-Color 


Lithography 


| exclusive MICRO-COLOR 
process is so infinitely superior that 
we anticipated its rapid rise to fame. 
A modern air-conditioned and 
humidity-controlled plant, the latest 

in lithographic color equipment, 

(we make our own color separations 
and plates), and a large staff of skilled 
color craftsmen have kept pace with 
MICRO-COLOR’S ever-increasing 
acceptance among buyers 

of quality color lithography. 


Specify Krueger’s exclusive 


MICRO-COLOR Lithography if you want 
better color reproduction than you 


are now getting. One of our 
representatives can be in 


your office within 24 hours. 


Write for “THIS IS THE STORY OF THE 
W. A. KRUEGER CO.” 32 pages, 
presenting our completely integrated 
MICRO-COLOR services, Yours for 

the asking on your firm’s letterhead. 
Write Dept. CB-9, Milwaukee 8, Wis. 


This insert lithographed in 
MICRO-COLOR Lithography by 
the W. A. Krueger Co. 
Photo by P. E. Genereux. 


*Reg. U.S. Pat. Office 


Color lithographers for Arizona Highways .. . fabulous scenic magazine 


| 


® W.A. KRUEGER CO. 


EXECUTIVE OFFICES AND PLANT: 3830 W. Wisconsin Ave. ¢ Milwaukee 8, Wis. ¢ TWX MI-139 


CHICAGO SALES OFFICE: 600 W. Jackson Blvd. ¢ Chicago 6, IIl. 


One of a Series 





Creative Display Wins High Praise . . 


. J. S. Hamilton, Alcoa’s foil sales Mgr., smiles 


proudly as Paul F. Vollmer, president Exhibitor's Advisory Council, labels Alcoa’s pack- 
aging display as “outstanding” in interest, creativity and sales impact. 


Alcoa Wins High Praise 
For Outstanding Display 


To emphasize the packaging ap- 
peal of Alcoa foil wrap in today’s 
merchandising picture, the General 
Aluminum Co. of America, Pitts- 
burgh, created a display for the re- 
cent American Management Assn. 
Natl. Packaging Exposition in Atlan- 
tic City that not only proved to be a 
“show-stopper” but also won the un- 
reserved comment of “outstanding” 
from Paul F. Vollmer, president cf 
the Exhibitors’ Advisory Council. 

Called “Tomorrow’s Packages To- 
day,” the display stopped traffic with 


its bold but graceful design and star- 
tling use of modern materials such 
as back-lighted portholes and plexi- 
glass bubbles holding foil-wrapped 
packages. 

Using a central theme of customer 
convenience and merchandising ad- 
vantages obtainable through the use 
of foil, the display included almost 
“post-modern” ideas such as bacon 
packaged in roll form so the cook can 
snip off just the needed length for 
the frying pan. 

While “inexpensive” is not the 
word for the Alcoa display, the com- 
pany does feel its good, basic design 
will enable re-use thus cutting the 
per-showing price considerably. 44 
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Business Goes to College 
In Campus Caravan Exhibit 


“Mohammed and the Mountain” 
will get 20th century treatment this 
fall when one million college students 
are invited to attend the “American 
Business Show for Young People,” 
on or near their own campuses. 

Since it was obviously impossible 
to assemble that many students un- 
der one roof, Campus Merchandising 
Bureau Inc., New York, worked out 
a plan for a traveling show called 
“Campus Caravan” composed of 35 
foot trailers with exhibits inside. 


> Divided into three basic sections, 
the Caravan includes: 


e Exhibits designed to inform and 
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recruit students as potential em- 
ployes upon graduation. 


e Exhibits for companies with an in- 
stitutional or general public relations 
message for young people. 


e Exhibits designed to interest col- 
lege students in company products 
or services. 


> The caravan plans to travel as far 
west as Colorado in two separate 
units, one covering the northern sec- 
tion of the country, while the second 
tours the southern portion. Both will 
start from Washington, D. C. and end 
in New York City. 

Approximately 150 college towns 
will be visited, each for a period of 
from two to five days, depending on 
the size of the college population. 


To promote the caravan in each 
town, an advance unit will arrive ap- 
proximately two weeks ahead to 
make all arrangements for exhibit 
locations and merchandising tie-ins 
with local merchants. The advance 
unit will also take care of local pub- 
licity, advertising, and arrange for 
college authority cooperation. 44 


Pollack Gives Details 
On Christmas Displays 


A full-color catalog from Pollack 
Poster Print Inc., Buffalo, describes 
a variety of displays designed for 
Christmas promotions. 

Immediately available, the displays 
include: 


e A four-color, 5’ Santa Claus hold- 
ing a pack of toys on his back as he 
prepares to pop down a snow-covered 
chimney. Priced at $1.79 retail, the 
display is rolled and shipped in a 
tube container, ready for hanging on 
windows, walls and doors. 


e A 56x18" overhanging arrow with 
“Toyland” printed in white against a 
red background on both sides. Made 
of heavy white board with hanging 
grommets, the unit is priced at $2.49. 


e A variety of Christmas trees and 
wreath decorations for use on win- 
dows, walls, pillars, doors, etc. These 
displays come in both oval and round 
shapes and measure 21x15” with 21” 
diameters. An eight-piece set sells 
for $1.69. 

The catalog also lists individual 
displays and complete promotional 
display kits. 


For your copy circle No. 505 on the 
Readers’ Service Card inside back cover. 


Plastic 3-D Shadow Box 
Developed for Displays 


A self-sticking, transparent plastic 
shadow box with interior features in 
deep relief has been jointly an- 
nounced by U. S. Rubber Co., and 
Goodren Products Corp., Englewood, 
N. J., as the newest development of 
“Goodstix” three-dimensional dis- 
plays. 

Developed for use in the promo- 
tion of the Koylan Foam tv color 
spectacular which U. S. Rubber 
sponsors, the debossed display is 
printed in four brilliant colors on 
transparent plastic. 

The self-sticking feature of the 
point-of-purchase display enables 
the raised surfaces of the frame to 
be adhered to the inside of windows, 
glass doors and showcases for out- 
side viewing. 


. continued on page 90 





Whether you like BACH or BOP 


IF YOU ARE A USER ORA SUPPLIER 
YOU SHOULD BELONG tro POPAI 


Norton B. Jackson, Executive Director 
Point-of-Purchase Advertising Institute, Inc. 
11 West 42nd Street, New York 36, N.Y. 


Please send your booklet M on membership and other information. 
NAME TITLE 
COMPANY 

ADDRESS 

CITY 
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TC AC CUR CL H 

in visual selling that adds Lad 
dramatic impact...showmanship 

in point-of-purchase , 
promotion 


Here, at dast, is. that all-important way to accom- 
plish the finishing touch to display problems .. . 
the touch that adds the dynamic surroundings to 
a visual presentation with the distinctive, dra- 
matic effect of true showmanship. Hollywood Logo 
Drapes are made to your specifications and in- 
ude the reproduction of your logo as beautifully 
designed decor for backgrounds, valances, sides 
and foreground. 


IMPORTANT! Hollywood Logo Display Drapes cost 
much less than you think! Hollywood consultants 
are at your service without obligation ...no 
matter how small or large your budget may be. 


HOLLYWOOD BANNERS 


Logo Drape Dept 
colored idea booklet 


showing 10 new ways to 


_ use Logo Drapes. 


CREATORS & MANUFACTURERS OF NATIONALLY 
FAMOUS COLOR-SPECTACULAR AD BANNERS 


116 EAST 32nd STREET * NEW YORK 16, N. Y 
TELEPHONE: OR 9-4790 


PARA-STICK TWIN-STICK 


CEIL-STICK 


PLASTIC DISPLAYS LOVE 
... Hang 'N Stick,” the clever Sponge Rubber pad 
that works twice as hard for you. Sticks your display 
sign to glass and tile with its special pressure sensitive 
adhesive or hangs it from a hook by means of attached 
knotted string. Real Cool. ... Write to 


Durable RUBBER PRODUCTS CO 
609 W. Lake St. Chicago 6, Ill. 
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New “Goodstix’’ 3-D Display . . . This 
self-sticking, transparent plastic shadow 
box with interior features in 3-D is being 
used by U. S. Rubber for promoting its 
Koylan Foam tv color spectacular. 


Inside the shadow box, a minia- 
ture tv set and the U. S. Rubber 
trade mark, set in three-dimension, 
appear to literally “pop” into view. 

The displays were developed for 
distribution to 30 branches as sales 
aids in the dealer program. 44 


“House of Today” Shows 
Growth of Vinyl Products 


The ever increasing trend toward 
the use of vinyl products in today’s 
building has been graphically illus- 
trated by B. F. Goodrich, Cleveland, 
with an exhibit that contains nearly 
100 practical applications of vinyl 
plastic resins. 

A full-scale cutaway showing a liv- 
ing room, kitchen, utility room, patio, 
and a section of the home next door, 
Goodrich’s “House of Today” notes 
the development of viny] products for 
the building industry over the past 
two years and makes particular em- 
phasis of the advent of “rigid” vinyls. 

Among the new rigid vinyl prod- 
ucts used in the “model home” are 
piping, ductwork, window frames, 
gutters, downspouts, lighting panels, 
roofing, sliding door panels and chan- 
nels, and house sidings. 

Other outstanding product appli- 
cations shown are the use of vinyl] for 
coating radiant-heating wires, a vinyl 
one-piece sink and a water softener. 

The company points out that the 
vinyl applications used in its exhibit 
are not merely ideas for vinyl in the 
future but commercially feasible 
products ready for use by the build- 
ing trade now or within the next year 
or two. 44 


First Gadget Show 
Planned For 1957 


Manufacturers, inventors and dis- 
tributors, whose products qualify as 
“gadgets,” will be invited to exhibit 





at the First Annual International 
Gadget Show scheduled for early 
1957 in New York City. 

A gadget is defined as “an in- 
genious and useful device for doing 
something more easily, quickly or 
cheaply,” and the show is planned 
to present the scope of ingenuity 
shown in gadgets manufactured all 
over the world. 

A special “Rube Goldberg” corner 
will be set aside for the more fan- 
tastic items and an inventor’s section 
will present unmarketed or non- 
manufactured gadgets to potential 
manufacturers. 44 


Brussels’ Exposition 
Scheduled for 1958 


Dedicated to the grandeur of man 
in this world of today, an Interna- 
tional World’s fair is scheduled for 
Brussels, Belgium, from April 3 to 
Nov. 30, 1958. 

A beautiful, four-color advance 
booklet written in French describes 
the theme of the exposition in a series 
of illustrated pages depicting man’s 
“march to the stars” through his con- 
stant struggle for: 


e More knowledge 

e More power 

@ More beauty 

e More hope and love 


Another section of the booklet de- 
scribes some of the main exhibits 
including the Palace of International 
Cooperation, the Palace of Sciences, 
and the Palace of the Arts. 44 


Flower Pot Display . . . Display created 
by Copeland Displays Inc., New York, 
for Wispese Co. features a dozen gay 
plastic ‘‘flower pots’’ containing as many 
Wee Wisp girdles (one to a pot). 


new digplay dimensions 


get selling action... 


at counter-card cost! 


< 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 

sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


PRINTING esol TW NEV 
CHICAGO © NEW vork « DETROIT 
tT e049 olka ae) aller No) tm Torey 


@”d other ala) yea) —_ 


Trademark 
Squee-zel 
Registered 


CHICAGO SHOW PRINTING COMPANY + 2626 N. Kildare Ave. + Chicago 39 


U.S, Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-zel Registered 
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who 


screened ? 


Did they lose detail? Even coarse screen jobs by Superior 
reproduce with clarity and sparkle. Details always come through . . . sharp lines, 
the subtle tones of gentle roundness and blacks with amazing depth. 


We satisfy. . . give us a whirl. 


ooo CE SUperior 7-7070 DAY & NIGHT 


LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO,, 215 W. SUPERIOR ST., CHICAGO 10 
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A MEMO FROM THE BOSS 





A MEMO FROM THE BOSS 


EXECUTIVE-CONFERENCE DESKS 
Truly prestige desks in appearance 
nd design’ Avasiabte wide ch 


SINGLE PEDESTAL DESKS 
mall areay where 


TABLES 


Staal for thes Metre pik LAcohart 


Sead for thes Keppel isk Lrcohare 


owe Mig. Corp. « 


Color at 
gain Prices 


Using inserts instead of regular space called for careful coordination but 


By J. J. Windahl 

Advertising Manager, 
Corry-Jamestown Mfg. Corp. 
Corry, Pa 


It has been established as a well 
known fact that no advertising or 
promotion budget is limitless. And 
what a challenge it is to each of us! 
While it stimulates many an ulcer, it 
also excites that necessary organ, the 
brain. Faced with a constant need for 
economy and shrewd planning, the 


y.P 


allowed Corry-Jamestown to use color within a black-and-white budget. 


advertising manager must seek to im- 
prove his own technical knowledge 
and ingenuity. A continual study of 
current trends and innovations can 
provide a wealth of “brain food” 
which can give birth to the gem that 
rings the cash register. Don’t pass up 
the old, established methods, either! 
Remember: what is commonplace in 
one field of promotion can often be 
adapted to another with profit. 
“Stealing” ideas may be a crime, 
punishable by embarrassment or liti- 


gation, but a little ingenuity can be 
the catalyst that brings out something 
“new” from the ashes of “old” ideas. 
A skilled chef can still create a tasty 
dish of hash from yesterday’s pot 
roast and potatoes! 

As an illustration, I’d like to show 
what we did with a budget limitation 

and how it worked in our favor. 


>At the time our 1955 budget was 
starting to formulate in nebulous 
form in the minds of our agency peo- 
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ple and our department, we were 
faced once more with the annual di- 
lemma: “How to out-advertise our 
competition, gain more reader-cus- 
tomers, create more attention-getting 
literature—all without exceeding the 
limits of our modest budget?” (“Mod- 
est”, in terms of our national dis- 
tribution picture.) 

In this early phase of our planning, 
no limitation is placed on ideas, no 
serious attempt is made to think in 
“practical” terms only—and at this 
stage it was relatively easy to come 
up with a “natural” answer—the use 
of full color .. . in ads and sales liter- 
ature. (This latter tool to be used by 
our own sales force as well as by our 
nationwide organization of Steel Age 
office equipment dealers.) 

Now the use of full color material 
would not have been a startling in- 
novation, to be sure, unless we con- 
sider one fact: “Up to this time none 
of our competitors had used this de- 
vice in a planned and organized ef- 
fort.” True, there had been one or 
two isolated instances of full-color 
illustrations being used in space ad- 
vertising, and perhaps an instance of 
a brochure or other sales literature 
being produced with some process 
color. But there had been no appar- 
ent “campaign” or concerted program 
directed at the user of modern steel 


office furniture. Here, then, was our 
basic “idea”—not new, except to our 
field of merchandising, but an adap- 
tation of a device successfully used 
in other areas of marketing. It there- 
fore answered the “device” problem 
of our coming budget. 


> Fine! So we wanted to advertise in 
full color in national business maga- 
zines, and produce new sales litera- 
ture using the same arresting device. 
Our next problem was, of course, cost. 

Even without putting figures down 
on paper it was apparent that here 
was the real hurdle which had to be 
overcome if we were to embark on 
such an ambitious effort. Not to be 
discouraged without looking into the 
plan more extensively, however, we 
began compiling the actual costs of 
space to be contracted in the publi- 
cations, cost of color photography, 
and the many other production items. 
The totals were startling—at least to 
the uninitiated, as we were, thinking 
in terms of our budget. But we felt 
sure that some method could be 
worked out to “pool” some of the 
similar and duplicated costs so that 
the sum total wouldn’t be quite as 
formidable. Working out these prob- 
lems forced us to bring our planning 
down to practical terms. Finding the 
“key” to this phase of our objective 


NORTHWESTERN’S 
AIR CONDITIONED PLANT 


Assures UNIFORMITY in the 


Manufacturing of Engraving Plates 


Northwestern is always first in Quality and Service’ 


OPERATING 24 


HOURS A 


*Radio Dispatch Pickup 
and Delivery Cars 
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proved how a bit of ingenuity and 
study can produce real results. 

Since we employ an “across-the- 
board” method of space advertising, 
all ads appearing in consumer publi- 
cations are also run in the various 
trade magazines simultaneously, with 
change of copy. This policy, because 
of its obvious economy, meant that 
we could begin “pooling” our full 
color costs here, by preparing one ad 
at a time, running it in the several 
magazines with the preparation costs 
cut to the minimum. But then there 
was the cost problem of an increased 
“price tag” for full color space as 
compared to that for our previous 
black and white schedule. At the 
same time, we realized that the pro- 
duction of our past sales literature 
had been most economically handled 
by offset and so we felt we couldn't 
take advantage of any plates made 
for our ads by using them for this 
printed material. The totaled costs 
were still too high—and we were 
about to drop the project when the 
second “idea” came along. 


> Suppose we could prepare one ad 
at a time, one set of letterpress plates 
(for the national business paper on 
our schedule), and only two sets of 
electros, yet have our ads appear at 
the same time in all publications 
scheduled—six to eight in all! Sup- 
pose at the same time we could get 
full color space in most of the maga- 
zines at less - than - full - color cost! 
Yes, this we could do—the answer 
was two page inserts, printed with the 
necessary changes in copy (consumer 
and trade) handled by “fit-in” plates 
of line copy. And such a method 
promised still another benefit: that 
of providing us with an economical 
way to produce the required sales 
literature, by over-running our re- 
quired quantities of the inserts. 

After investigating these possibili- 
ties in detail, our early hopes were 
justified and the actual production 
details were begun. (After selling the 
program to our management, of 
course.) The complete project for the 
year involved several ads in the 
“campaign”, but let’s deal with just 
the basic production which was used 
in each case. This procedure was more 
or less standard for the series. 


> First, after the subject and format 
of the individual ad was established 
and approved, the necessary color 
photos, artwork and type proofs were 
prepared and “keys” made up for our 
engraver. Bearing in mind the end 
use of this material, these ads were 
prepared not only as an individual 
ad, but with additional material for a 
two-page insert and finally, a four- 
page self-mailer! In this sense, we 
had to plan several items at once, 





making sure that they were all com- 
patible as we developed each phase. 
To complicate this even further, our 
normal procedure demanded that we 
always prepare two copy approaches. 
One copy block was plated with the 
illustrative material as a complete ad 
while the other was plated alone as a 
simple line engraving . . . and of the 
same size as the first. The first of 
these two copy blocks was “slanted” 
at the prospective customer and, as 
part of the original plates, went to 
Newsweek, the leading business 
magazine on our schedule. This pub- 
lication, as you know, demands orig- 
inal plates only and will not normally 
accept insert material because of 
their production set-up as a weekly 
publication. In the trade papers on 
our schedule, the second copy block 
(plated alone) became our message 
by using it to replace the “consumer” 
copy incorporated in the original ad. 
In our case, this meant copy directed 
at the office equipment dealer and his 
salesman. Rather than send plates 
or electros to these other magazines, 
however, our ads were delivered in 
“finished” form through the use of 
printed inserts. 

Also on our schedule were several 
other business or “consumer” maga- 
zines which required a consumer 
copy approach. These monthly pub- 
lications also accepted printed inserts, 
as did the trade papers, and so these 
inserts were produced from our orig- 
inal consumer ad. 


> Because of the necessity for chang- 
ing copy to suit the various publica- 
tions, it was apparent that much of 
the success of this project would de- 
pend on our printer. A closely-co- 
ordinated effort between us and this 
printer was important in order to 
watch quantity and copy in the ac- 
tual production of the inserts and the 
over-run which became self-mailers. 
Realizing this, we brought the printer 
into our early planning discussions 
when we got down to the details of 
production. 

By checking the circulation data 
of the magazines on our schedule, we 
easily totaled the number of inserts 
to be printed with consumer copy, 
and the number to contain copy for 
the trade. To these quantities we 
added the number of copies of com- 
pleted self-mailers needed to supply 
our own sales force as well as the 
many Steel Age dealers in our dis- 
tribution network. The printer then 
used these quantities to “break” his 
printing run at the appropriate time 
for changes in copy blocks. These 
changes were easily handled by sub- 
stituting the complete cuts of printed 
matter. Since the copy for the self- 
mailers and the inserts for the “con- 
sumer” magazines was to be the same, 


Wakes BUYERS out of ARMCHAIR Skoppers 
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our printing production was made up 
“work-and-turn”; part of the result- 
ing pieces printed in this manner be- 
came the “consumer” inserts, while 
the remainder was backed-up with 
additional plates to complete the de- 
sired self-mailers. The original ad 
thus became page two of the unfolded 
pieces, the “back-up” ad becoming 
page three. To these two-plated ads 
we added the material for pages one 
and four, and for the “teaser” on the 
address face of the folder mailer. 

The final step for the printer was 
the mailing of the completed inserts 
to the various publications, and the 
self-mailers to us. Here again, the 
printer had to be informed as to the 
quantities to be sent to each of the 
magazines, at the same time watching 
to see that “consumer” copy inserts 
went to the proper places, trade copy 
to the others. The whole procedure 
for each such printing was timed so 
that inserts were delivered to the 
publications in accordance with their 
production schedules. 

A recap of the costs for the com- 
pleted project showed how well our 
planning worked out in dollars-and- 
cents. Comparing the actual costs 
against the totals we had projected 
earlier for “standard” full-color space 


advertising (without benefit of pre- 
printed inserts), we realized a saving 
of $3000-$4000 for each ad-and- 
mailer produced! Almost more im- 
portant to us, however, was the fact 
that the economy of this planning 
made it possible for us to take advan- 
tage of attention-getting full-color, 
which would not have been practical 
otherwise because of the greater cost. 


> In all our calculations for this proj- 
ect, we guessed wrong only once: The 
self-mailers proved so popular with 
our dealers that in one case we ran 
out of them and had to print an addi- 
tional order to satisfy the demand! 
This use of full-color proved not only 
economically successful, and popular 
with our dealers, but it also gave us 
an important benefit where the pro- 
spective customer was concerned. At 
a time when none of our competitors 
were using full color in their con- 
sumer ads, ours stood out in sharp 
contrast visually. In many cases, too, 
the prospective customer not only 
saw our ad, but also received the 
colorful self-mailer from one of our 
dealers, containing the same arrest- 
ing full color illustrations. It all added 
up to maximum mileage from each 
dollar spent. 44 
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Adapts Contact Screen 
To Varied Platemaking 


Lithographers, engravers and seri- 
graphers alike can use a new contact 
screen announced by Caprock Devel- 
opments, New York. Known as the 
Universal, this gray screen is de- 
signed for producing halftones from 
continuous tone copy. In the past it 
has been usual to use separate litho 
or engraving contact screens, de- 
pending on the job at hand. 

This interchangeable screen is the 
result of a project started two years 
ago to improve the conventional vi- 
gnetted contact screens and enlarge 
the number of rulings and sizes which 
were available. Developed in collab- 
oration with Herbst and Illig, West 
German producer of glass cross-lined 
screens, the Universal has been mar- 
ket-tested throughout Europe and 
several areas of the United States. 

According to Caprock Develop- 
ments, the screen is able to repro- 
duce all steps of the gray scale from 
flat or contrasty copy and can give 
tiny, hard, crisp shadow and high- 
light dots. Since it is neutral in color, 
it retains the advantages of glass 
cross-line screens by permitting a 
camera man to shoot colored copy for 
reproduction in black and white. 


For your copy circle No. 515 on the 
Readers’ Service Card inside back cover. 
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Eye-Teasing Ads Stir 
Interest in Visual Care 


To stimulate interest in its visual 
care messages, the Shuron Optical 
Co., Geneva, N. Y., has borrowed a 
page out of Gestalt psychology. II- 
lustrations in its ads running in the 
Saturday Evening Post are now based 
on “figure-ground” studies in visual 
perception. They show black-and- 
white images which can be variously 
interpreted by the viewer—depend- 
ing on whether the light or dark ele- 
ments seem dominant to him. 

Wilson Royer, Rochester, N. Y., ad- 
vertising consultant, thought up the 
application of Gestalt to the com- 








pany’s messages. To validate the new 
technique, several ads were sub- 
mitted to George Knox of the Dept. 
of Optometry at Ohio State Univer- 
sity. He confirmed Royer’s findings 
that the visual stimulus is a powerful 
attention-getting device. 

According to the Gestalt theory, 
what we see depends not only on the 
characteristics of the things seen, but 
on their relationship to other things 
we see, hear and feel. The mind does 
not passively record external hap- 
penings; our changing attitudes as 
observers influence what we per- 
ceive. 

The theory was developed by three 
Berlin psychologists, Wetheimer, 
Koffa and Kohler in 1912. The ex- 
periment which led to the doctrine 
is called the “Phi Phenomenon.” The 
experiment consisted of two lights 
flashing on and off at a certain rate. 
The observer found that instead of 
seeing what was actually occurring, 
he saw one light (not two) moving 
back and forth through the region 
where there was no light. 

The company believes this is the 
first time the Gestalt technique has 
been used in national consumer ad- 
vertising. It is expected to reinforce 
previous eye care messages which 
were designed to increase public 
awareness of the need for regular 
vision examinations. 44 


Kodak Issues Booklet 


On Film with Screen 


A photographic film with a “built- 
in” engraver’s screen that eliminates 
the need for halftone negatives re- 
quired in reproducing photos by con- 
ventional methods of photoengraving 
or photolithography is described in a 
new publication from Eastman Kodak 
Co., Rochester, N. Y. 

The booklet, “Kodalith Autoscreen 
Ortho Film,” explains how these 
quick halftone negatives can be made 
and used to illustrate catalogs, news- 
letters, parts lists or school news- 
papers. They are also suitable for the 
reproduction of drawings that in- 
clude continuous tone material. 

Business firms can save time and 
cut costs in making lithographic 
plates for use on Multilith, Davidson 
or other offset duplicators by using 
this new film in conventional sheet- 
film cameras, according to the book- 
let. A number of commercially pre- 
pared presensitized offset plates 
adaptable for use with the film are 
listed. The plates can be exposed 
with the halftone negative, and after 
a brief developing process are ready 
for the press run. 

Also described are techniques by 
which the film records indoor or out- 
door pictures in sharp detail, report- 


edly permitting more rapid exposures 
than are possible with other methods 
of producing halftones. Text material 
and photographs can be exposed to- 
gether without loss of legibility of the 
text, the company states, because the 
film can capture fine detail. 


For your copy circle No. 516 on the 
Readers’ Service Card inside back cover. 


Flexible Drafting Pen 
Does Away With Blotting 


A new drafting pen that works by 
capillary action—the Riefler Grafica— 
has been imported from West Ger- 
many by Quality British Corp., New 
York. The pen uses rubber-based, 
India or colored inks or water color 
and can draw a continuous line, Imm 
thick, to the length of 700 feet with- 
out refilling. It can produce line 
thicknesses ranging from .1mm to 2.8- 
mm, according to the nib selected. 

The Grafica is reported to elimi- 
nate blotting, and to join lines with- 
out any discernible thickening at the 
connecting point. Moreover, when 
the pen is lifted, even heavy lines 
terminate in “pure right-angle ends” 
—an effect which ordinarily must be 
minutely hand-drawn by the drafts- 
man, the company reports. 

Further details are available. 


For your copy circle No. 517 on the 
Readers’ Service Card inside back cover. 
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“The Morning Mail” / by Fritz Willis 


“On the American business scene”’ 


Goooood Morning! And the practiced hands of the 
familiar, gray-uniformed postman give a final riffle 
through the envelopes . . . the morning mail. 

Other practiced hands slit the envelopes and ex- 
tract the contents. Arranged in neat stacks with the 
“important” mail on top the letters and envelopes 
are placed on the desk of “Dear Mr. Jones” and 
“Dear Mr. Smith”. 


Bright and gleaming white as a newly starched 
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Bond, Laneaster Bond 


dress shirt, Gilbert Quality Bond Papers can give all 
of your business correspondence that “important” 
look which prompts action. The “stand-up” and 
“stand-out” qualities of these, America’s finest bond 
papers, are due to their carefully selected new cotton 
fibre content. They are also tub-sized, air-dried in a 
separate manufacturing operation for a rich cockle 
finish and superior erasability. 

Ask your printing supplier about Gilbert Papers. 


GILBERT 


PAPER COMPANY 





. for more details circle 606, page 121 





Haw. ta /Ulnke a 


TV Commercial 















The behind-the-scenes story of the production of a dramatic tv commercial; 


how all the elements, including a helicopter and the weather, were coordi- 


nated for what ended up as one of the most spectacular spots ever filmed. 


By R. E. Conley 

Adv. & Sales Prom. Mgr., 
Radio-Victrola Div., 
Radio Corp. of America 


A one-minute tv film commercial 
may be exactly that and nothing more 
to the viewer, but to the producer and 
the team of professionals involved 
from start to finish it is a work of art, 
timing and patience which could take 
as long as several days to record. 

Our RCA Victor tv commercial 
showing a portable radio with non- 
breakable “Impac” case dropped from 
a helicopter hovering over Miami 
International Airport, for example, 
takes only one minute on the finished 
film—which was presented for the 
first time on April 17 on the Martha 
Raye show. Yet it was three days 
in the making and required several 
months of prior planning and nego- 
tiations. 


>The problem of dramatically dem- 
onstrating the indestructibility of the 
“Impac” case was handed to Kenyon 
& Eckhardt Inc., our advertising 


agency, 342 months earlier. Account 
executive Kevin Kennedy then out- 
lined the objective to a team of crea- 
tive artists, including Beverly Smith, 
tv-radio producer; Hal Mathews, tv 
producer; Harry Stoddart, copy- 
writer, and Larry Parker, art direc- 
tor. 

Together they began drafting two 
versions of a television sequence for 
us which would demonstrate the in- 
destructibility of our Impac portable 
radio. One called for dropping the 
Impac case from the mast of a 
schooner. The second was the heli- 
copter sequence, which we accepted. 
The agency team then began working 
out such details as selecting a heli- 
copter, planning the demonstration 
within Civil Aeronautics Adminis- 
tration regulations at Miami Inter- 
national Airport and getting every- 
one at the right place at the right 
time. As it turned out, the weather 
was the only thing that didn’t go 
according to plan. 


>The story behind the RCA Impac 
story began on a bleak January day 





with the tv producer flying from New 
York City to Cleveland to record the 
voice of Vaughn Monroe, narrator 
for the commercial, who was in the 
Ohio city on other business. 

Vaughn is the “Voice of RCA Vic- 
tor,” but he also is our traveling 
“good will ambassador” as well as a 
star on his own in the entertainment 
world. So sometimes working with 
Vaughn—as in this case—is compa- 
rable to “bringing the mountain to 
Mahomet.” 

The tv producer, mission accom- 
plished, returned to New York City 
the same day. Selection of a suitable 
helicopter for the commercial also 
was a problem. Of three considered, 
the Bell helicopter was the most 
adaptable. Yet it had to be flown to 
Miami from the Dominican Republic 
for the filming. The tv producer and 
helicopter bounced into Miami on the 
same rough air—but from different 
directions—January 31. 


>Location was set up at Miami 
International Airport February 1. 
Shooting first was concerned with 
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still shots for color ads in the Satur- 
day Evening Post, Life, Holiday, Sev- 
enteen and Collier’s. 

The first day’s shooting—while pro- 
ducing magazine ad layouts—was a 
sort of dress rehearsal for the one- 
minute tv commercial. It showed a 
girl and escort in the background, 
a helicopter overhead and looming 
very large in the foreground was the 
portable Impac case being dropped. 
Strobe lighting produced a bouncing 
effect. 

On February 2, the producer and 
crew started to shoot the tv commer- 
cial “drop.” The weather, so impor- 
tant to color, turned bad. The sky 
overcast. In addition there was an 
extreme wind condition which was 
aggravated, so far as the demonstra- 
tion was concerned, by the tremen- 
dous downdraft created by the heli- 
copter’s rotor blades. 

RCA had technicians build a wood- 
en platform 12 to 14 feet high. In the 
middle was a 4x6” Plexiglass sec- 
tion %” thick. Directly underneath a 
Mitchell NC motion picture camera 
was mounted to record the commer- 
cial. 


> As it turned out in the one-minute 
tv sequence, this merely showed an 
Impac portable and another radio 
make of conventional plastic being 
dropped onto the Plexiglass—with the 
Impac surviving intact and the other 
radio splintering into tiny pieces. 

But, like most success stories—the 
real life ones, anyhow—there were 
many problems encountered and con- 
quered before the tv viewer was to 
get the finished one-minute sequence 
and RCA its Impac commercial. 

First the Bell helicopter—even 
though it was judged most suitable 
from pictures in New York City—had 
to be fitted with a metal belly section 
to make it more streamlined for bet- 
ter appearance. Two Miami metal 
workers were hired for the job. 

Once the underside of the heli- 
copter was enclosed, we obviously 
couldn’t use a previously rigged 
tripping device to drop the portable 
Impac and the radio made of conven- 
tional plastic from the underside of 
the craft. The helicopter co-pilot then 
had to be recruited as “bombardier.” 
Some thirty off-target “drops” and 
two days later, we successfully ob- 
tained a “drop” in the center of the 
Plexiglass from a height of nearly 
20 feet. The on-target demonstration 
proved conclusively that the Impac 
was built to last, did not crack or chip, 
and as Vaughn declared, had the con- 
fidence of RCA expressed in a five- 
year guarantee. 


> Our story board called further for 
a slow-motion drop of the Impac 
portable, but we abandoned this idea 
because unfavorable weather and 
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lighting conditions did not permit 
filming an “airworthy” sequence at 
48 frames a second. 

Because of the weather, our shoot- 
ing was extended two days. Unex- 
pectedly, this proved fortunate, for 
on the final day, Vaughn Monroe was 
in Miami for a charity benefit show at 
Children’s Variety Hospital. Despite 
wind, rain and Vaughn’s tight sched- 
ule, we were able to get a successful 
“shot” of the “Voice of RCA Victor” 
and the Impac portable at the scene 
of the demonstration. 

Behind this phase of the commer- 
cial lies another story, for the record 
Vaughn made in Cleveland describ- 
ing the durability of “Impac” had to 
be blended with a separate sound 
track of the helicopter in order to 
achieve the final realistic results 
heard for less than one minute by the 
tv audience. 


>In addition to the 60-second com- 
mercial, RCA ordered a 50-second 
variation of the same theme and a 
10-20-second version. Under normal 
conditions, the job would have taken 
one day to shoot, preceded by two 
days of preparation in Miami. But 
because of weather conditions, it took 
three days. 

If there is a moral to this story, 
basically, it is that you can get into a 
situation in planning where you think 
you have all the answers. Yet, when 
you get on the job, you find you have 
to modify your original intention and 
design of the commercial while still 
keeping the original purpose in mind. 
All this, of course, without minimiz- 
ing the effectiveness of the commer- 
cial. 

Everything in the way of equip- 
ment was air expressed from New 
York to Miami, excepting the heli- 
copter, which flew in from the Do- 
minican Republic. Personnel flown 
from New York City were the direc- 
tor, the unit man, the cameraman- 
director and the assistant camera- 
man. The rest of the technicians were 
supplied by the IATSE local in 
Miami. 44 


Station Uses Youngsters 
To Choose TV Program 


Wiping ice cream off their chins, 50 
youngsters—tv execs for a day—re- 
cently settled down to an afternoon 
of reviewing films for station WLW- 
TV in Cincinnati. 

They were there at the invitation 
of the station management to help 
select an appropriate half-hour show 
for their own 10 to 15 age group. 

Upon their arrival in the WLW 
conference room, the one-day pro- 
gram directors were fed ice cream to 


“Execs” For a Day . . . Cincinnati school 
children cast votes on their choice of new 
WLW-T tv program after spending the 
day, at station’s invitation, viewing films. 


relax them, then shown three half- 
hour films. 

When the ballots were collected, a 
check showed that 50% of the young- 
sters had expressed a preference for 
“The Range Rider” which was picked 
as the new show for the 6 to 6:30 p.m. 
spot on Thursdays. 44 


Adapts Visual Findings 
To “Transaction Design” 


“Transaction design,” a new ap- 
proach to design, was demonstrated 
to American Institute of Graphic Arts 
members this spring by industrial 
designer Seymour Robins. The the- 
ory is an outgrowth of findings about 
visual perception made about the late 
psychologist Dr. Adelbert Ames, Jr., 
of Princeton University. What we 
“see,” Dr. Ames pointed out, is not 
necessarily what is really there, but 
what we assume to be there because 
of our past experience and condi- 
tioning. 

Designer Robins chanced upon Dr. 
Ames’ work some years back and de- 
veloped a number of demonstrations 
of his theories. Research is now being 
carried on at the Princeton Percep- 
tion Center, which Robins designed. 

According to the theory of trans- 
action design, everything that one 
sees is a “transaction” between what 
is actually there and what the view- 
er’s experiences, environment and 
purpose lead him to see there. For 
example, the human eye is mechan- 
ically incapable of actually seeing 
“round” or in dimension. When we 
“see” this, we do so only because past 
experience has taught us that similar 
appearing objects are “round” and 
we accept them as such. 

As one of his demonstrations before 
the AIGA audience, Robins used 
alternately brightening and dimming 
points of light to give the group an 
impression of back and forth move- 
ment. The brighter the light the 
nearer it seemed to be—even though 
it did not actually change in distance. 
“This perception of distance is our 





EXCELLENCE IN FINE PAPERS 


This symbol of the Eastern Corporation is 
your guarantee of excellence. Backed by a 
proud heritage founded on generations of 
paper making—1t signifies the excellence 
in quality of Atlantic and Manifest business 
papers. This has made Aélantic first in 
sales of all genuinely watermarked bonds... 
and Manifest the leader in economy bonds. 


Vilantic PrgQgers 


_ PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE - MANUFACTURERS OF QUALITY PAPER AND PULP 
-LS AT BANGOR AND LINCOLN, MAINE « SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA. CHICAGO AND ATLANTA © 
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AUTO SERVICE + 
BANKS «+ BREWERIES ° 
SAVINGS and LOAN «+ DAIRIES 

One-minute or 20-second spots. 
Animation, clever dialogue, sophisti- 
cated humor . . . and persuasive sell- 
ing! Exclusively yours for your area. 
Quality production. Integrates your 
own sales message, name, trademark, 
package, building, etc. AT LOWEST 
RATES! Also new Election Spot Se- 
ries. 


Write, wire, phone for details, NOW 


A.V. CAUGER SERVICE, Inc. 


Television Commercials 
Phone CLIFTON 9390 
10922 WINNER RD INDEPENDENCE, MO 
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See 
PRESTO 
Paper Type 


Demonstrated 


at the annual 


DMAA Convention 


Hotel Statler, New York 
October 1, 2, 3, 1956 
Booth 19 


We'll be looking 


for you 












WRITE FOR 
1 CATALOG Showing 
300 Type Faces 


RESTO PROCESS CO. 


244 N. Water St. ¢ Rochester, N.Y. 
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own contribution to the occasion,” 
Robins explained. “Our past experi- 
ence told us that brightness is a fairly 
reliable cue for determining dis- 
tance.” 

Mr. Robins has applied his transac- 
tion design principles to a variety of 
packages. Last year he designed the 
Philip Morris Christmas carton, and 
recently he redesigned the packaging 
for the Royalist line of Bayuk —_— 

4 


Catalog Describes Films 
Available for TV Showings 


A catalog describing many differ- 
ent types of films available for tv 
showings is being offered to adver- 
tisers and agencies by the Hollywood 
Television Service Inc., a division of 
Republic Pictures Corp., North Hol- 
lywood, Cal. 

Divided into 24 sections, the cata- 
log includes among its listings the 
following types of films: 

e Pictures produced especially for 
television 

Family features 

Half-hour adventure films 

Nugget westerns 

Super serials 

Mystery features 

Prize features 

Each film description gives the title, 
the number of shows if it is one of a 
series, names of star players, plot 
synopsis, and the actual running time 
of the film. 


For your copy circle No. 501 on the 
Readers’ Service Card inside back cover. 


Zany 1V Commercials 
Use Election Theme 


Animated tv spots that cash in on 
the excitement of the political con- 
ventions are being offered by J. Arm- 
strong & Co., New York. 

Suitable for almost any type of 
advertiser, the 20-second spots fea- 
ture a pompous orator and two very 
sedate dignitaries in the background. 
As the orator “takes a bow,” the dig- 
nitaries—showing a sly streak in their 
natures—raise a banner showing the 
sponsor’s product. 

The sign is greeted with wild ap- 
plause which the speaker takes to be 
enthusiasm for his oratory. He con- 
tinues to bow, and additional signs 
are raised, (giving the advertiser a 
chance to use several different mes- 
sages and product shots), until the 
end of the spot when the orator dis- 
covers the sign behind his back and 
joins in the applause for the product 
himself. 

Further details and a presentation 
print are available from J. Armstrong 
& Co., 19 West 44th St., N. Y. C. 36. 44 


New Teleprompter System 


Permits Visual Freedom 


Through the use of three synchro- 
nized units, a prompting system in- 
troduced by the Teleprompter Corp., 
New York, enables the speaker to see 
his audience and his speech at one 
and the same time. 

The system consists of two twin 
side units and a center lecture stand 
with built-in lighting and micro- 
phones that holds a teleprompter di- 
rectly in front of the speaker. 

The side units, standing to the left 
and right of the speaker, have tele- 
prompters built into the base of the 
stands which hold clear plate glass 
reflectors. The reflectors enable the 
speaker to see the script while still 
permitting the speaker and audience 
to see each other from any angle in 
the lecture hall. All three units are 
adjustable to eye-level view. 

Additional information is available. 


For your copy circle No. 502 on the 
Readers’ Service Card inside back cover. 


Two-Way Business Cards 
Both Introduce and Reply 


A novel business card available 
from R.O.H. Hill Inc., New York, 
features a detachable back flap im- 
printed as a small business reply 
card. 

One side of the flap can carry the 
address, the other an order blank, a 
request for information, or a note 
asking the salesman to call. 

The fold connecting the two cards 
is scored to facilitate tearing off for 
sending in the mail. 

The cards are available in two sizes 
—a standard business card size of 2x3” 
and a larger version measuring 234x 
414”. The latter size carries a postal 
permit. 

Additional information is available. 


For your copy circle No. 503 on the 
Readers’ Service Card inside back cover 


Facts on Film Service 
Given in New Booklet 


To acquaint advertisers and agen- 
cies with its facilities for producing 
business films, the G&G Film Corp., 
Champaign, Ill., has published a 
booklet entitled “Ideas in Motion.” 

A full-color, 16-page booklet show- 
ing the many different uses of busi- 
ness films, it lists the company facili- 
ties from the planning stage to the 
final editing, and describes the pro- 
cedure of putting your ideas into 
motion pictures through a series of 
cartoons. Case histories of companies 
using G&G services are also included 
in the booklet. 


For your copy circle No. 504 on the 
Readers’ Service Card inside back cover 





Philco’s dealer identification program wins approval of its 


independent dealers, with a sign program that takes account 


of local needs, and has a unique share-the-headaches feature. 


by Allen Sommers 
AR Philadelphia Correspondent 


About a year ago Philco Corpora- 
tion announced a new type of identi- 
fication sign for its dealers. This was 
the “Signarama,” a development and 
product of Neon Products Inc., Lima, 
Ohio, producer of all Philco identifi- 
cation signs and distributors of the 
company’s signs not only in this 
country, but overseas. 

Since the advertising department 
of the Philadelphia appliance manu- 
facturing firm first announced “Sign- 
arama,” almost 75 to 80% of all Philco 
dealers either have changed their 
former “Plastilux” illuminated signs 
for the new ones or have indicated 
they will. 

Philco is highly pleased with these 
miniature type “spectaculars” be- 
cause it makes the identification of 
the Philco name, its famous wreath 
and slogan “Famous for Quality the 
World Over” stand out in any busi- 
ness section. 

Primarily the company is having 
these signs made to replace all but 
their vertical signs. Several smaller 
indoor signs also are being produced, 
but dealers are being encouraged to 
use them in windows rather than 
over the counters. 


>For Philco the planning, paper 
work, ordering and maintenance of 
its identification signs is a major 


undertaking, under the direction of 
Ed Mercer, manager of advertising 
production. Funds for identification 
signs are part of the company’s over- 
all advertising budget. Average allo- 
cations, since all signs are distributed 
to dealers on a cooperative basis only 
(most often through special mer- 
chandise purchase package plans, 
which give the dealer the signs with- 
out charge), range from 10 to 15% 
of area budgets. 

This ratio is not fixed. For example, 
in such areas as Philadelphia, New 
York, Baltimore and Kansas City, 
where newspaper ad rates are very 
high, allocations for signs are pro- 
portionately lower. In other areas, 
more money may go into signs be- 
cause it is available. 

The entire program is kept flexi- 
ble so that distributors can make 
different arrangements with different 
dealers in accordance with specific 
package arrangements. 


> At present, Philco has erected and 
Neon Products has in stock a total of 
9 illuminated signs, two special motel 
signs stating “Air Conditioned by 
Philco,” plus a flanged porcelain air 
conditioned sign. 

The use of color has been an in- 
tegral part of the company’s sign pro- 
gram ever since it was started in the 
early 1930s. That is the reason for 
their Signarama. 

Neon Products calls Signarama a 


Signs 


“revolutionary new illuminated 
sign.” It actually was created to an- 
swer the demand for dealer-identifi- 
cation signs with some of the dra- 
matic characteristics of spectaculars. 
It is made of “Plastilux” (Plexiglas). 
The new sign has many initial simi- 
larities to the standard plastic types. 
Basically it consists of large plastic 
faces, enclosed in a rustproof metal 
housing, illuminated by interior 
fluorescent lamps. Its operation and 
maintenance costs are very low and 
it can be shipped at little expense. 

The big difference is that Signa- 
rama presents a message in what 
Neon Products calls a “symphony of 
eye-catching, animated color se- 
quences.” 


>To obtain this effect engineers had 
to work with fluorescent colored 
tubes that would operate in combina- 
tion with the colors silk-screened and 
baked into the plastic sign face. Spe- 
cial timing devices had to be devel- 
oped to flash the tubes in proper 
sequence. The tubes also had to last 
long. Today, with normal use, they 
will flash more than nine months. 

The next big problem was to put 
Signarama on a mass-production 
basis to keep prices down to the level 
of standard plastic signs. First tests 
were made in 1954 and continued for 
a year in conjunction with Philco. 
Underwriters Laboratories approval 
followed. 
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Outdoor 


TET TE BZ 
ideas... 





> PENNANTS 
For long or short term use. In drill-cloth, paper, 
polyethylene, or plastic-impregnated cloth, 


Printed or plain. Variety of colors. Any length 
desired. Ready to hang. 





> LETTER-BANNERS 


BIIIRITIH|DIAYMSIAILIE 


We spell out your message with big 13” x 19” 
sturdy cloth letters, sew on sisal ropes and ship 
ready to put up. White letters on red or blue 
background; or red Day-glo letters on blue 
background. 


> WINDOW 
DISPLAY 
LETTERS 





Heavy paper cutout letters and numerals faced 
with fluorescent. For windows. Sizes: 9” (5 col- 


ors) and 20” (red only). In any assortment or 
96-character set. 


eeeeweeenereeeeeeeeepeeneeeeeees 


> CUSTOM-MADE DISPLAYS 


WAREHOUSE 
SALE 





From your rough sketch, we will develop and 
produce practically any outdoor display in 
paper, cloth or plastic. Quick, accurate setup 
for collating, mailing or drop-shipping to one 
point or 20,000. 


> FREE CATALOG 


Full details on these and other outdoor display 
items made by Pratt will be found in the new 


Pratt catalog. For your copy, mark the card 
in this magazine, or write... 


The Pratt Poster Co. 


NDIANAPO 
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The Early Signs . . 





. featured fluorescent green neon tubes for the brand name, with the 


dealer’s name being illuminated from the rear. The sprigs are also lit up at night 


>This is a far cry from the first 
porcelain enamel signs of the 1930s 
used by Philco. Illumination was with 
neon tubing and the program con- 
tinued unchanged year after year. 
(Majestic with its Eagle on Top of 
the World expanded its dealer iden- 
tification program in 1929, Zenith 
Corp. and Atwater-Kent used illumi- 
nated signs widely about the same 
time.) 

Philco’s dealer cooperative pro- 
gram, designed to sell merchandise as 
well as for dealer identification pur- 
poses, was more specific at that early 
date than that of competitors. In any 
case by 1940 it became obvious that 
some changes in the Philco signs had 
to be made (the original porcelain 
enamel signs, made for permanent 
service, are still in use in some areas). 
About that time Philco began to ex- 
pand its national and local advertis- 
ing programs extensively. Advertis- 
ing told the consumer what to buy. 
But it failed to tell them “where they 
can buy it,” by identifying Philco 
dealers. 

At that point the company called 
in outside manufacturers for bids to 
produce both indoor and outdoor 
signs (many dealers, due to local or- 
dinances, cannot install outdoor 
signs). Neon Products won the bid 
and ever since has been designer and 
manufacturer of both complete signs 
and component parts. 

The porcelain enamel signs, with 
neon tubing, continue to be in de- 
mand because of the lifetime guaran- 
tee. But individual dealer identifica- 
tion was added on both horizontal 
and vertical signs. Skeleton neon 
tubing for dealer windows was put 
into production, as were counter 
signs and over-counter displays. 


> World War II came along and 
halted the integrated program. How- 


ever, with component parts on hand 
those signs in use were easily main- 
tained. When parts were needed, 
Philco ordered them for the dealers 
through Neon Products. The latter 
then sent the parts with instructions 
to local sign firms franchised to erect 
and maintain the Philco displays. 

In 1945, with the end of the war, 
the sign program was revived. The 
reception and demand for signs was 
almost “sensational.” Retailers were 
hungry for merchandise and anxious 
to be identified with Philco. 

By 1950 a total of 8800 indoor and 
outdoor Philco identification signs 
were in use. About that time the 
Plastilux sign was produced by Neon. 
Two new plastic-faced outdoor signs 
~ vertical and horizontal — were in- 
troduced in full color incorporating 
the dealer name. Illumination came 
from fluorescent tubing which 
proved easy to handle and less ex- 
pensive to operate. In addition, with 
the new signs, more exposure was 
given to the Philco name because the 
entire face of the sign was illumi- 
nated. Slimline lamps inside the sign 
provided 630 lumens of light per 
square foot of sign space. Philco then 
dropped its skeleton signs, and Plas- 


tilux was adapted to smaller indoor 
signs. 


> At present, Philco provides its dis- 
tributors and dealers with signs 
covering the following products: 
television sets, radio and radio- 
phonographs, refrigerators and 
freezers, electric ranges, air condi- 
tioners and the latest laundry equip- 
ment. 

In 1954 the styling of the Plastilux 
signs were changed to provide addi- 
tional colors and styles for dealers. 
This, however, has not eliminated the 
older plastic signs which are still kept 
in stock. 
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The big attraction is DAY-GLO’ 


The message that attracts eyes quicker 
and holds them longer is the one that’s 
done in DAY-GLO! Up to four times 
as bright as the brightest of ordinary 
colors, vivid DAY-GLO actually glows 
from within to flag down today’s fast- 
moving traffic! 


All seven Sunbonded DAY-GLO colors 
keep their brightness, too—up to six 
months on DAY-GLO painted bulle- 
tins, up to four months on DAY-GLO 
screen processed posters. Remember 
to specify genuine Sunbonded DAY- 
GLO* to be sure of highest quality. 





Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio. 


SUNBONDED* 


DAY-GLO 


*“Sunbonded” and ‘“‘DAY-GLO” are Registered Trade-Marks for daylight fluorescent color products manufactured by or under license from Switzer Bros., Inc 





PARCHMENT 


COVER 
BY SPRINGFIELD 


The lush richness of an 
era long past 

combines with the modern 
concept of a paper with 
dignity and 

practicality 

in this rare cover stock. 
Advertising people 

find it refreshingly new, 
radically different, 
radiantly alive. 

Send today for 


sample book and name 
of nearest distributor 


SPRINGFIELD 
COATED PAPER CORP. 


9TH AND BAILEY STREETS 
CAMDEN, N. J. 
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great signs 
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SIGINIS) 


BY ROBERTSON 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel process—plain or reflectorized 
* Steel or aluminum 


* Quantity producers for over 30 years 
ROBERTSON SIGN CO. 
SPRINGFIELD, OHIO 
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The 1950 Sign . . . featured the dealer's 
name prominently. The wreath has been 
reduced to a couple of sprigs 


Union labels are attached to all 
Philco signs, and replacement is made 
easy for dealers because Philco re- 
tains the rights to re-purchase them. 


>Neon Products also furnishes 
Spanish and Portuguese language 
signs for distributors and dealers in 
South and Central America, through 
Philco International Corp. Most fre- 
quently, these countries get compo- 
nent parts, rather than complete 
signs. Local sign firms do the assem- 
bling and erecting. 44 


Pennsylvania Stations 
To Have Ad Spectaculars 


Introducing a “new avenue of ad- 
vertising,’ Indoorama Inc., Pitts- 
burgh, has announced the signing of 
a contract with the Pennsylvania 
Railroad Co., Philadelphia, that will 
permit the showing of advertising 
spectaculars in the main concourses 
of several of the Pennsylvania Rail- 
road stations. 

Available as giant island spectacu- 
lars or as free-standing units, the 
displays will have the following 
specifications: 


e Giant Island Spectaculars 
25x15’, the shape and substance lim- 
ited only by the advertisers’ imagina- 
tion. 


e Free-standing, modern-design 
units .. . 9x4x8’, the units will have 
plate-glass sides for all-side viewing 
of actual or scale-models of prod- 
ucts. 


While space is already available in 
Pennsylvania stations in New York 
City, Newark, Baltimore, Philadel- 
phia (city and suburban), Pitts- 
burgh, Cleveland and Harrisburg, 
surveys for locations in other sta- 
tions are now being conducted in 
Chicago, Washington, D. C., Cincin- 
nati, Columbus and Dayton. 44 


New Animation Process 
Developed For Signs 


An animated sign process called 
“Dynalite,”’ has been introduced by 
Tel-A-Sign Inc., Chicago. 

Demonstrated to the trade at the 
recent Point-of-Purchase Advertis- 
ing Institute, the new process is 
based upon the principle of a moving 
gyrator strategically placed behind 
a primatic lens. According to the 
company, an almost hypnotic effect 
is created with a series of brightly 
colored light movements that in- 
stantly capture the attention of the 
consumer. 

The Dynalite process is available 
in both indoor and outdoor illumi- 
nated displays. 44 


OAAA Opens Contest 
For Local Campaigns 


The Outdoor Advertising Assn. of 
America, Chicago, is now accepting 
entries for its Fifth Annual Local 
Outdoor Campaign competition. 

OAAA members who participated 
in local campaigns conducted during 
any part of this year on outdoor ad- 
vertising display facilities are eligible 
to compete for the first, second and 
third awards in the 12 divisions of 
the contest. 

Five of the contest divisions are for 
poster and bulletin designs, while 
seven will cover 24-sheet poster and 
painted bulletin designs. However, 
because of the large number of en- 
tries in the latter category in past 
competitions, it has been split into 
three divisions this year, according to 
the size of the market covered by the 
entries. 

For every winning award, a sep- 
arate plaque will go to the advertiser, 
agency, artist, and outdoor advertis- 
ing company. 

Entries will be accepted until Jan. 
15, 1957, and a copy of the rules may 
be obtained by writing to OAAA Inc., 
24 W. Erie St., Chicago 10. 44 





Spot illustrations . . . This is how the screen looked at the end of 
a sequence of frames showing who reads the Post. Each frame 


Taking the POST from 


Pillar to Post 


Take a 20x7 rear-projection 
screen, an anamorphic lens, a color- 
ful set, a pleasing personality, add 
fuel for the inner man, and you have 
the formula that the Saturday Eve- 
ning Post developed for one of the 
most effective magazine presenta- 
tions ever put on. 

The SEP wanted to get its message 
across, in an impressive manner, to 
key advertising men all over the 
country, and it knew that the only 
way to reach this exclusive group of 
decision-makers was to bring the 
story to them, and to do it in such a 
way as to make it worth the while of 
busy people. 

The caravan that carried the Post’s 
story has just finished a 15-week 
tour, covering 42 cities from Boston 
to New Orleans, from Los Angeles to 
Seattle. Altogether, in the 80 presen- 
tations, more than 7,500 executives 
heard and saw the Post’s story. 


added a new spot illustration, but film movement was so precise 
and rapid that it seemed as if each had been projected separately. 


When the Saturday Evening Post wanted to tell its story 
of research into the problem of building readership, it 
planned a complete—and expensive— road show, and 
found it to be the least expensive way of reaching the 
right people with a complicated message. 


> Five men constituted the crew that 
worked the caravan on its coast-to- 
coast tour. Two were supplied by the 
contract trucker and handled the 
special tractor-trailer that carried 
the 26 cases, weighing about 11,000 
pounds. The other three were from 
the main office of Curtis Publishing 
Co. Thomas Bright, advertising man- 
ager, was on hand to act as host to the 
guests. Robert Hills, manager of Post 
editorial promotion, gave the actual 
presentation, and William J. Huff, 
assistant to the advertising manager, 
acted as tour manager. In addition, 
space salesmen covering each terri- 
tory were there to make the visitors 
feel welcome and perhaps to drop a 
few judicious words about the value 
of Post advertising. 

This had to be done by the sales- 
men, for the presentation itself was a 
straightforward story of the care with 
which the editorial staff builds the 


editorial content. In itself, it contains 
no reference to advertising, but 
leaves the implication that a maga- 
zine with such high readership is a 
good place to put one’s advertising. 


>The presentation is given in front 
of a flat setting, made in standard 
theatrical manner, and built in one of 
New York’s leading scenic studios. It 
represents a drug store on Main 
Street, U. S. A. Naturally, it handles 
magazines. After a brief introduction 
and statement of welcome, Bob Hills 
takes over. Casually, in an unstudied 
manner, he begins to tell his story. 
A small microphone pinned to his 
jacket makes it unnecessary for him 
to stay behind a lectern or close to a 
mike stand, or to waste one hand in 
holding a mike. After a minute or 
two, the painted curtains open, re- 
vealing a screen 20x7’, and the pro- 
jected show starts. 
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ropotape 


Oe 


automatic salesman, demonstrator, teacher. 


Oe) L- 


automatic tape player with patented* sub-sonic action 
signals—eliminates costly foil or silver paint, mini- 
mizes tape duplication cost and permits tape re-use. 


robotape 


performs one to 1000 functions; audio, audio-visual, 
audio-demonstration, audio-animation 


VET 


has + sold cigars, animated bulldozers + operated 
toy trains + described Grand Canyon on the spot 
« walked dolls + given sales talks « demonstrated 
locomotives + trained sales crews + stopped 
shoppers slide lectured regiments! 


eT 


has increased point-of-purchase sales amazingly 
—we can prove it —find out what Robotape 
can do for you! Mail the coupon for detailed 
information. 


Please send complete 
information on applica- 
tions and performance 
of robotape, plus sales 
increase statistics to 


name 


company___ 
address__ 


a =| 


[ 0 b 0 t a p e Oakton Engineering Corp. 


725 Oakton St., Evanston, Ill. Phone: DAvis 8-6880 


een 
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Ready To Go.. 


. The room as set up for luncheon, with the curtains partly open to show 


the translucent screen. Two members of the crew are busy keeping the scenery looking 


fresh 


Projection is handled by a machine 
specially-built for this presentation. 
Basically a filmstrip projector, two 
adaptations have been made. It has 
been equipped with a Filmorama an- 
amorphic lens, 4” f/2.8, which pro- 
jects a long horizontal image to fill 
the screen. The film travels horizon- 
tally through the projector rather 
than the standard vertical path. Film 
transport is handled by a remote con- 
trol mechanism, whose actuating 
button is on the end of a long cord 
which reaches to Bob Hills in front of 
the screen. 

Much of the effectiveness of the 
presentation is due to the smoothness 
of the movement of the film. The film 
is 35mm Kodachrome, and it travels 
horizontally. Frarne size is 24x36mm, 
which is just about normal propor- 
tion, but the anamorphic lens 
stretches the picture out horizontally 
to fill the screen. The movement of 
the film when the remote control but- 
ton is pushed is extremely rapid, so 
although there is no shutter to cut off 
the light during the advance of the 
film, there is no visual evidence of 
motion. It is too fast to create a visible 
blur. In addition, the motion is pre- 
cise, positioned exactly on the screen. 
This allows some rather spectacular 
effects in the preparation of the pres- 
entation. For example, one slide may 
show a single spot of color in one 
corner of the screen, the rest of the 
screen being dark. Suddenly, a sec- 
ond spot pops on. The effect is as if 
a second projector were used, for the 
first spot seems to remain motionless 
through the change. Actually, the 


projector has merely shifted slides, 
but the movement is so rapid and 
precise that it has gone undetected. 
The audience sees neither blur of 
motion, nor a perceptible shift in po- 
sition of those elements that are un- 
changed from one slide to the other. 

Rear projection was chosen so that 
Bob Hills could wander back and 
forth on the stage without danger of 
throwing a shadow on the screen. In 
addition, this removes the mecha- 
nism, and its possible distracting in- 
fluence, from the audience. In order 
to get the screen as near the wall as 
possible, and leave the maximum 
space for seating, the projector is 
placed pointing away from the screen 
and throws its beam against a 6’ 
front-surfaced flat mirror, which re- 
flects the image back to the trans- 
lucent screen, which is stretched tight 
in its metal frame. As a result, a 30’ 
throw requires only a backstage 


depth of 21’. 


> While the basic presentation was 
developed in the offices of the Post, 
the production was handled by spe- 
cialists. The filmstrip was produced 
by Visualscope Inc., New York, while 
the projector was one of eight built 
by Commercial Pictures Equipment 
Co., Chicago. Called the ‘Gold-Plated 
Projector, it gets 2000 lumens from 
a 1000 watt bulb, in contrast to the 
average 600-800 watts. Total produc- 
tion cost, including film, projector, 
and scenery, ran to $15,000. 

This, however, was not the total 
cost of the presentation in its travels 
around the country. In order to see 





that the right people felt it worth 
their while to come to the presenta- 
tion, it had to be presented in the 
proper manner. Dates were set up in 
the leading hotels in the selected 
communities. Most showings were 
given in the middle of the day, and 
the guests were invited to have lunch. 
In a few locations, and especially 
those where the show stayed for 
more than one day, a buffet supper, 
and occasionally a dinner, were pre- 
pared. 

Invitations went out well in ad- 
vance, addressed by hand to the spe- 
cific executives whose presence was 
desired. The front cover of the out- 
size invitation was a colorful silk- 
screened reproduction of the set, 
while the back had a bare bold arrow 
with the title of the show “Behind 
Post Covers” in reverse. Inside were 
the date, time and place of the show- 
ing. An additional device to make 
sure the date wasn’t overlooked was 
a note in shorthand to the executive’s 
secretary, sent out just a few days 
before the session, along with a du- 
plicate invitation. RSVPs were, of 
course, requested, and the local sales 
staff followed through by telephone. 

This latter was important, for every 
once in a while the invitations got 
lost. One large New York agency was 
sent a fair number of invitations, but 
not one acceptance was received. 
Personal calls were made and when 
notes were compared, it turned out 
that not one of the fancy, hand- 
addressed envelopes had got through 
the mail room, which was carefully 
screening out all “unessential” mail. 


> An additional feature of the show 
was a special exhibit of the work of 
Norman Rockwell. This was used to 
fill out the room, to give further evi- 
dence of the care with which the Post 
is edited, and to give the visitors 
something to look at while the group 
was gathering. The exhibit showed 
the development of several Rockwell 
covers, from the first rough pencil 
sketches to the final painting. Well- 
placed captions called attention to 
the great care that Rockwell gives to 
every detail of his painting. 

The mechanics of the tour are han- 
dled by a crew of two, under the di- 
rection of Bill Huff. The entire show 
is crated and travels in a chartered 
truck. Local labor is used to unload 
the truck and empty the crates, as 
well as to set up and dismantle the 
background and panels. The two 
drivers act as foremen on this opera- 
tion, and in spite of the relative in- 
experience of hotel-supplied men, 
there has been little difficulty in 
operation. 

The ease with which the show can 
be handled can be seen from the tight 
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Yes, we mean anywhere . . . even in lighted rooms. 
With the Duolite you can show 16 mm movies in many 
places that were never before practical. The Duolite 
has a large built-in TV size screen that gives you 
beautiful picture reproduction without the fuss and 
bother of setting-up a screen or darkening the room. 
Yet, when you want to use a standard external screen, 
the same projector can be used. Just a flip of the 
lever and you're ready to go. 


The built-in screen allows movies to be shown anyplace 
you can set the projector down and plug it in. Think 
of that! Think what that could mean in terms of your 
doubling or even tripling the use of your films. Salesmen 
love the Duolite. It’s so easy to set-up and operate. 
They don't have to lug around a separate screen and 
other equipment. Sales films can be shown right on 
the prospects desk without any disturbance at all. 
Any room big enough for a desk is big enough for 
a Duolite show. 


Write today for free literature and complete specifi- 
cations on the Duolite. If you wish, a demonstration 
can be arranged at no obligation. 


TECHNICAL SERVICE, INC. 


30865 FIVE MILE ROAD « DEPT. K «+ LIVONIA, MICH 
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Art Exhibit . . 


This display of Norman Rockwell’s work contained the originals of 


sketches, roughs and finished paintings, and demonstrated the extreme care of the artist. 
Set up in one end of the meeting room, it created a pleasant atmosphere. 


schedule which it was able to main- 
tain. For example, on the first full 
week of its tour, it made five lunch- 
eon meetings. On Monday it was in 
Pittsburgh, on Tuesday in Philadel- 
phia, and in Baltimore on Wednes- 
day. Thursday saw it playing a return 
engagement back in Philadelphia, 
and Friday it moved to Wilmington. 


aia 


ee ae ey 


in its show 


“ACROSS THE BOARD” 


PET ila mello ial E) 
equipment as used 
lm Ul malar 
magazine appears 
CY aaa 
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In most weeks, it played in five dif- 
ferent communities, staying for more 
than one performance only in New 
York, St. Louis, Detroit, Chicago, Los 
Angeles, as well as Philadelphia. 


>It was in these cities where multi- 
ple showings were given that some 
immediate evidence of the success of 


the presentation was obtained. A 
great effort was made to get all the 
major agencies represented at the 
early presentations in these key 
cities. For each man would go back to 
his office and urge his associates to be 
sure to attend, so that later perform- 
ances would see additional men from 
each company. 

This factor threw the original 
budget out of kilter. The fixed costs 
of the show ran between $800 and 
$900 per week. This covered trucking 
costs, living expenses of the crew, 
and travel to and from Philadelphia 
and points in between, and so on. The 
major flexible item covered food and 
drink for guests. The general esti- 
mate was that this would cost an 
average of $10 per head, and with an 
advance estimate of 5,000 guests, 
$50,000 was allotted to this line of the 
budget. Actually, attendance ran 
closer to 7,500 as the word got around 
that this was a presentation that 
should not be missed. As a result, the 
budget went up accordingly. 


>The Saturday Evening Post is sat- 
isfied with the results of its traveling 
presentation. They told their story to 
about 7,500 people at an approximate 
cost of $26 each. And this was not a 
casual impression on an unselected 
audience. Its impact was intense, it 
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Wide Screen Projection 
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. . . Other presentations have used the same wide screen projec- 


tor. This use was for ‘‘Decorama—A Short-Course in Interior Decoration,’’ produced 
by Libbey-Owens-Ford Glass Co. and presented in department stores. 


drew the key people because of its 
high-level organization and presen- 
tation, and its effects have spread be- 
yond the immediate audience. The 
story is remembered, the technique 
is impressive, and the Post has made 
new friends and supporters. 44 


Featherweight Projector 
Designed as Sales Tool 


Even the feminine featherweights 
of the sales field can now carry a vis- 
ual sales message to the customer 
with the introduction of a new 16mm 
projector that weighs less than 25 
pounds when fully loaded with 800’ 
of film. 

Offered by Technical Service Inc., 
Livonia, Mich., the Model 6 Movie- 
matic was designed specifically for 
use as a selling tool and combines 
ease of operation and carrying with 
salesladies especially in mind. 

The unit requires no set-up time 
and features automatic rewind and 
an automatic shut-off. 

Additional details are available. 


For your copy circle No 18 on the 
Readers’ Service Card inside back cover. 


Triple Purpose Projector 
Developed for Audio Use 


An illustrated leaflet from Projec- 
tion Optics Co., Rochester, N. Y.., 
gives detailed facts on the “Trans- 
paque,” the first projector to use a 
single projection head for opaques, 


transparencies, and table projection. 

Reported to have a versatility pre- 
viously impossible with other projec- 
tors, the unit will project opaque or 
transparent materials up to 11” 
square, or 11’ square segments of 
maps, blueprints, drawings, etc. 

A complete selection of lenses in 
focal lengths from 4 to 40” enables 
the operator to obtain the right size 
image for any screen at any distance. 

The leaflet also describes how po- 
tential customers may buy the 
Transpaque for just one of its triple- 
purpose functions and add the parts 
needed for the other uses later on. 


For your copy circle No. 519 on the 
Readers’ Service Card inside back cover. 


Lightweight P.A. System 
Travels With Speaker 


A portable P.A. system designed to 
aid speakers conducting plant tours, 
educational trips, field trips, etc., has 
been introduced by Audio Equipment 
Co., Great Neck, N. Y. 

Called the “Audio-Guider,” the de- 
vice weighs only five pounds, yet is 
capable of amplifying a voice up to 
1,000 times. 

It consists of a hand-held micro- 
phone that is equipped with a finger- 
tip switch and an amplifier, resem- 
bling a megaphone, that may be 
shoulder-slung, hand carried, or 
rested on any flat surface. The unit 
is powered by standard dry batteries. 

Additional information is available. 


For your copy circle No. 520 on the 
Readers’ Service Card inside back cover 
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BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate—Type or Write on Cards, 
Snap in Grooves 
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Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. Over 
100,000 in Use 


$49 50 with cards 


| 24-PAGE BOOKLET NO. R-200 
FREE Without Obligation 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 


Full price 
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Make it a 
success! 
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BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 
brilliant color to an 
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easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 
ways to explain and 
sell your product ad- 
vantages. 


Write to Beseler 
for the new free 
brochure: ‘‘How to 
Communicate Your 
Ideas—Get More 
Business.” 


CHARLES Beacler COMPANY 


18TH ST. & 11TH AVE. 
EAST ORANGE, NEW JERSEY 
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Make on-the-spot copies of schedules, artwork, 
letters, reports, with this All-Electric Copy Maker! 


@ 4-SECOND SPEED. You'll copy the things you need most right when you need them most! 
Perfect copies of written, typed, printed or drawn originals are ready to use in just 4 seconds! 
@ DIRECT ONE-STEP PROCESS. On/y THERMO-FAX Copying Machines make copies 
directly from your original in one simple step. Exclusive All-Electric process is entirely 
dry ... all that’s needed is a plug in the wall. Copies cost as little as 4%¢ each. 

@ ELIMINATES CHEMICALS AND NEGATIVES. No bottles to handle, no negatives to make. 
No special installations of any kind. Easy to operate copying system saves you time and 
money ...and speeds your client service! 

@ LAMINATES LAYOUTS. Unusual extra feature, exclusive with THERMO-FAX Copying 


Machines, laminates layouts, clippings, etc., to heavyweight paper... lets you carry and 
use tissue layouts without heavy, bulky mountings. 


Send coupon today for full details 
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LEONARD’S GOING PLACES 


Wf 
win Going Places 


A monthly vacation guide enables this local refinery to hold 


Leonard Refineries Inc. of Alma, 
Mich., produces gasoline as fine in 
quality and performance and as high 
in octane or higher than any of the 
major brands sold in Michigan. How- 
ever it faced the problem of gaining 
real recognition in its own state—the 
problem shared by every local inde- 
pendent. Talking about octane, qual- 
ity and performance would create 
only an echo of the majors’ own 
advertising story. So Leonard took a 
new tack for its 1956 campaign, pre- 
pared by their agency, Wesley Aves 
& Associates, Grand Rapids and Chi- 
cago. Logically, the more people can 
be encouraged to travel, the more 
gasoline they'll use to get there... 
and outdoors is the place traveling 
is done. So Leonard’s new campaign 
is based on the great outdoors of 
Michigan, a sports and camp-out 
state second to none in all-out enthu- 
siasm. 

At first opportunity, Leonard was 
signed up as a sponsor of the weekly 
television show called “Michigan 
Outdoors”—with Mort Neff, a famous 
authority on hunting, fishing and 
boating—an expert already familiar 
to the entire state. This show appears 
on 4 tv stations: Grand Rapids, Cad- 
illac, Lansing and Bay City. Leonard 
also is a sponsor of tv weatherman 
shows in Traverse City, Kalamazoo, 
Bay City and Cadillac . . . another 
service for folks bent on outdoor ac- 


its own with national brands, making its regional character an 


advantage, not a handicap, in the race for the driver’s dollar. 


tivities. To tie in with its “have fun 
and go places in Michigan” theme, 
Leonard is on schedule with 17 Mich- 
igan radio stations for transcribed 
commercials by Mort Neff; and musi- 
cal “Wonderful Wonderful Michigan” 
commercials created and recorded in 
New York for Leonard by George 
Nelson. Billboards throughout the 
state include an outdoor poster, di- 
recting the motorist to Leonard sta- 
tions for travel information. Leonard 
station tie-ins include posters and 
displays, and are the exclusive source 
of the hub of this outdoor campaign— 
a free folder for motorists, called 
“Going Places in Michigan,” pre- 
pared by Leonard’s agency each 
month with new data in each issue. 


> Available only at Leonard stations, 
this give-away folder is promoted on 
Leonard’s radio and tv shows, in 
newspaper ads, on billboards, station 
displays, etc. First press run on the 
first issue for May was 50,000 printed 
in red and dark blue (Leonard’s 
identification colors) on white. Dick- 
inson Brothers, Grand Rapids print- 
ers, produced the folder on a 35x45” 
2-color Harris press, 2 up, work and 
turn. The agency’s art department 
designed the folder, produced the art 
work and will prepare the monthly 
map which shows the location of spe- 
cial events, best fishing spots, etc. 
Each issue of “Going Places” con- 


tains a list of activities scheduled to 
take place during the month in 
Michigan, has a column of sports tips 
written by Mort Neff, a map showing 
his selection of choice fishing spots, 
canoe trips and the like, as well as 
the location of special events. In each 
issue also is a section devoted to 
complete coverage of at least four 
dominant areas in which major 
events of the month are centered. 
This section is carefully prepared by 
the agency’s copy department from a 
special collection of reference mate- 
rial, and highlights the unusual sites, 
lore and facilities not generally cov- 
ered by tourist associations. Such 
complete, concentrated coverage of 
specific areas is to encourage longer 
visits, weekend trips and vacations 
in that vicinity, by listing enough 
points of interest to keep the traveler 
engrossed for days. 


>The agency began the chore of as- 
sembling a detailed outdoor reference 
library long before the first issue was 
in layout form. To secure the type of 
lesser known and current facts about 
the state, requests were mailed to the 
chamber of commerce in each of 
Michigan’s 83 counties. Where the 
county lacked a chamber of com- 
merce, requests were directed to a 
major city. In order to cover the en- 
tire state with impartiality and to 
direct traffic to specific areas at the 
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best time of year, a county map of 
Michigan was carefully divided into 
15 zones. As information and refer- 
ence material was collected, it was 
placed in a file of corresponding zones 
so that all facts about an area would 
be together. As each issue of “Going 
Places” is written, material for the 
specific zone is carefully read to re- 
veal all possible points of interest. 
This intense “digging” has turned up 
such attractions as a prehistoric zoo 
of faithfully constructed, life size, 
reproductions of stegosaurus and 
other animals in lifelike outdoor set- 
tings; historic Indian battlefields and 
burial grounds; the world’s largest 
wooden cross erected in a shrine to 
an Indian princess. Included in the 
not-generally-covered information 
packed into Leonard’s travel guide 
are items for its varied audience of 
enthusiasts, such as the location of 
outstanding shooting ranges for arch- 
ery, skeet, trap and pistol; subjects 
most appealing to the camera fan; 
especially high lookout points for 
scenery lovers; sites of Indian lore 
for those interested in the state’s 
wealth of historical background; the 
location of showboats and summer 
theatres; rodeos, ox roasts, golf and 
shuffleboard tournaments, country 
fairs, wildlife sanctuaries, religious 
shrines, rare covered bridges, light- 
houses, etc. 

Leonard hopes this guide will pro- 
vide new interest and travel incen- 
tive for every person it reaches, and 
will open a vast new territory of 
travel-lure by publicizing activities 
and sites often familiar only to resi- 
dents of the immediate area. Natu- 
rally, there are Leonard gasoline sta- 
tions on the way to, or near, most of 
the special events and points of inter- 
est featured in the folder. However, 
distribution of Leonard stations in no 
way dictates the choice of events or 
areas selected for “Going Places.” 


> Photographs illustrating Leonard’s 
folder are secured through the co- 
operation of the State of Michigan 
Tourist Council, or directly from the 
area’s chamber of commerce. The 
agency expects that some special 
photographs will have to be taken by 
their own photographers of some of 
the more unusual spots. Each month’s 
list of special events is based on the 
tourist council’s listings, local news- 
paper listings, data from each county 
or association, and from the state’s 
conservation department listing of 
sports events such as field trials, 
archery and skeet tournaments. 
Creating and producing “Going 
Places in Michigan” is a job of co- 
ordination, assimilation and imagi- 
nation—but is already paying off in 
aroused attention for Leonard and 
growing traffic at Leonard stations. 
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@ new issue every month . 


packed with pictures, maps and 


everything you want to know 
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From Mort Neff “Mr. Michigan Outdoors \. 
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TPVEED 
Mats for Dealers . . . helped to tell the 


public about the vacation guides, backed 
up radio and tv spots. 


As a measure of its value, “Going 
Places in Michigan” has pulled re- 
quests from other Michigan firms who 
would like to purchase a quantity of 
copies for distribution to their own 
customers. Leonard plans to main- 
tain its exclusive status of distribu- 
tion, with copies available only at 
Leonard gasoline stations. Radio and 
tv listeners who write to Leonard di- 
rect will receive a copy by mail along 
with a list of Leonard stations in their 
vicinity. 

Future folders will deal with hunt- 
ing, color tours, autumn and winter 
activities, skiing, ice fishing and in- 
door events. 44 


Dual-Lith Booklet Outlines 
10 Ways to Cut Costs 


Ten ways to save on reproduction 
costs are presented in a new illus- 
trated brochure on the Davidson 
Dual-Lith Model 233. Because of its 
greater size—it can take sheets up to 
14x1744"—this combination offset- 
letterpress machine offers increased 
services to the user, Davidson 
spokesmen state. 

With this machine alone, it is pos- 
sible to do simultaneous two-sided 
lithography, offset lithography, dry 
offset, Davengraving (embossing and 
dry offset reproduction at the same 
time), printing, imprinting, number- 
ing and perforating. Operator and 
production time may also be saved on 
long runs by using the receding pile 
jogger, which eliminates hand jog- 
ging and reduces setoff of wet sheets. 

The 233 Model has a gripper bar 
chain delivery, which pulls each sheet 
through the printing unit and de- 


livers it printed side up. It provides 
for positive register, stripping and 
delivery. Sharp reproductions in line, 
halftone and color are easily obtain- 
able, according to the company. Ink 
coverage is also reported to be excel- 
lent. 

The Davidson Corp. is a subsidiary 
of Mergenthaler Linotype Co., 
Brooklyn, N. Y. 


For your copy circle No. 510 on the 
Readers’ Service Card inside back cover. 


Screen Process Stencil 
Cuts Exposure Time 


A new product for making screen 
process photo stencils has been an- 
nounced by McGraw Colorgraph Co., 
Burbank, Calif. It’s Colorgraph Type 
55 Photo Stencil Paper, which sup- 
plements the company’s standard 
screen process pigment paper. The 
paper reportedly has four times the 
speed of the standard product and is 
useful where thick stencils or short 
exposure times are desirable. 

A bright transparent red in color, 
the stencils are easy to register and 
can be used for heavy duty work and 
long runs, the company states. Ex- 
cept for the reduction of exposure 
times, the method for preparing 
stencils with this new material is 
identical to that used in handling the 
standard paper. 

Packaged in rolls 40” wide by 12’ 
long, Type 55 Photo Stencil Paper is 
available from Colorgraph screen 
process supply dealers throughout 
the United States and Canada. 

Details and a sample are offered. 


For your copy circle No. 511 on the 
Readers’ Service Card inside back cover. 


Spot Carbon Method 
Eliminates Carbon Sheet 


Spot carbonizing, a new way to 
duplicate forms, is described and 
demonstrated by Spot Carbon Prod- 
ucts, New York, in a new sample kit. 
The basic process is the application of 
carbon in certain predetermined 
areas and shapes to the backs of sin- 
gle or multiple form sets. 

It uses a hot wax mixture, which 
is electronically controlled to provide 
non-smudging carbonizing of up to 
17 copies. Not only does it eliminate 
carbon sheets but it also provides a 
method whereby selected informa- 
tion need not be duplicated. 

The company states that spot car- 
bonizing results in greater efficiency 
and less errors in everyday use than 
ordinary carbon duplication. The kit 
includes actual samples of spot car- 
bonizing. 


For your copy circle No 12 on the 
Readers’ Service Card inside back cover. 
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to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 
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VINYLITE PLASTIC 
LABEL HOLDERS 


“will not warp, curl or crack” 


SO EASY TO USE 


1. SNIP—You can cut to the desired size, 
easily and quickly. 


2. STRIP—Remove  back- 
ing to expose the acti- 
vated adhesive. 


3. STICK—Apply with finger pressure. It 
sticks permanently to metal—wood—cork— 
glass—plastic—any clean surface. 


4. INSERT—Insert label or 
card. It’s open on three 
sides for your conveni- 
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Ten 6” strips per package— 
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Toronto 2B, Ontario 
Territories available for Dealers and Distributors 
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SEP Proofing Inks 
Now Available 


A new and improved set of four- 
color proofing inks for the Saturday 
Evening Post and Ladies’ Home Jour- 
nal is now available. 

They should not be used in com- 
bination with any of the engraving 
inks currently available. Inks of the 
same type must be used together. 

They are available through Fred’k 
H. Levey Co.and branches. Unopened 
cans of the engraving inks now being 
used to proof advertisements for the 
Post or Journal may be returned to 
the company for credit. 44 


Production Tips Offered 
In Darby Printing Folio 


A file folder of “Tips for Printing 
Buyers,” prepared by Darby Printing, 
Washington, D. C., answers questions 
on production from copy preparation 
through the press run. Each “tip” is 
printed on a removable 81x11” sheet 
and deals with a separate production 
step. Copy fitting, layouts, proofread- 
ing, picture scaling and split fountain 
presswork are among the topics dis- 
cussed clearly and concisely. 

Illustrations help to explain each 
step. Alphabet lengths are given for 
such standard faces as Baskerville, 
Bodoni Book, Caslon, DeVinne, Gran- 
jon and Times Roman, as well as 
others. Character - per - pica counts 
are listed in another table. 

A brief discussion of the merits of 
letterpress and lithography and the 
choice of a large or small press is in- 
cluded. Company operations include 
composition, letterpress and offset 
printing, binding and mailing. 


For your copy circle No. 513 on the 
Readers’ Service Card inside back cover 


Picture Service Supplies 
Clippings for Layouts 


A new service for artists and de- 
signers supplies them with picture 
clippings to stat or paste in their lay- 
outs and comprehensives or to use as 
reference for their sketches and fin- 
ished drawings. Reference-Pictures 
Inc., New York, has assembled a file 
of more than a million pictures re- 
flecting a broad range of subjects and 
moods, in color and black and white. 

Reference pictures are not for re- 
production and are to be used only in 
layouts and comprehensives and as 
reference for rough drawings. They 
are furnished on a rental basis. 

Additional details are available. 


For your copy circle No. 514 on the 
Readers’ Service Card inside back cover. 





CROSSROADS 
FOR CAPTIVE PLANTS 
THIRD IN A SERIES 


Why an association 


stopped printing 


One of the largest “captive printing plants” closed its doors when the 
American Medical Assn. finally turned to independent printers for the 


production of all its magazines. Here's the inside story of this decision. 


Doctors, collectively, are no longer 
printers as well, now that the Amer- 
ican Medical Assn., professional or- 
ganization of the nation’s physicians, 
has dropped its private printing plant 
in its Chicago headquarters. 

After 70 years of operation, the as- 
sociation took a three-year look at 
the situation, gulped a little at the 
$2,000,000 or more that it would take 
to bring its plant up to date, and gave 
up the ghost. It began to look for com- 
mercial printers to take over the job 
of printing the weekly Journal of the 
American Medical Assn. and nine 
other monthly specialized journals 
in the medical field. Circulation of the 
JAMA averages about 175,000 per 
issue. The monthlies are much 
smaller. 


> Thus ends a long history of private 
printing that has been gradually 
drawing toa close. Ten years ago, the 


AMA stopped printing its own hard- 
cover text books, and in 1950 it trans- 
ferred the printing of Today’s Health, 
its popular medical magazine, to a 
commercial printer. Now the last of 
the AMA presses has stopped rolling, 
and the basement and first three 
floors of the headquarters building of 
the association will be turned over to 
other activities. 

This, however, had for some time 
been too little space to handle the 
bustling activity of the publishing in- 
terests of the association. As an indi- 
cation of the tightness of the space, 
it had been difficult to find enough 
room to store just one month’s supply 
of paper for the publications being 
printed there. In addition, the presses 
were out of date, some of them being 
more than 40 years old. The 96-page 
two-color rotary press on which the 
Journal had been printed is more 
than 24 years old. 


The association considered several 
possible solutions to the problem: 

1. The obvious choice of purchasing 
new equipment and expanding the 
present building. 

2. Buy or build an entirely new 
building and move the printing de- 
partment into it. 

3. Buy a currently-operating print 
shop, either for its building, its equip- 
ment, or both. 

A careful analysis of all of these 
plans indicated, however, that none 
were as economical as getting all 
printing done through normal com- 
mercial channels. 


>T. V. McDavitt, AMA director of 
industrial relations, indicated that 
the move would save the association 
at least $100,000 a year. Yet the vol- 
ume produced in the operation was 
larger than the capacity of many com- 
mercially successful printers. The 
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whatever 
your 
position 


im 


PRINTER 


LSE rr © 


vue 


You'll save time & money 
by using this 


FREE (OGA 
BOOMLET £ 


(ELBE)... Sy 


First time ever, Elbe “& 
a comprehensive FREE 
IDEA BOOKLET! Strictly 
objective, it clearly ex- 
plains when and how to 
use loose-leaf binders. 
This booklet, like all Elbe 
products, is designed to 
get results for you. Send 
for your personalized 
free copy today! 


ELBE FILE & BINDER CO., INC. 


Amernces Most Co mplete So d 5 & So 


Dept. A-8 


New Yous 
SHOWROOM 
411 © 4th AVE. 


ies Presento tion 


FALL RIVER, MASS! 
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HAMILTON WRIGHT 
ORGANIZATION, INC. 


SAYS oa 


We Get 25% More 
Clippings From 


? 


ESTABUSHLD 868 
PRESS CLIPPING BUREAU 
BArclay 7-537) 


165 Church Street New York 7, N.Y, 
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Attention! 
MAGAZINE PUBLISHERS 
We offer you full facilities plus cen- 
tralized location for printing, bind- 
ing and mailing your periodical 
publication, either sheet-fed multi- 
color letterpress, offset or web-fed 
offset. Ample paper supplies avail- 

able. 


For detailed information, write 


M.F.A. Pustisninc DEPARTMENT 
201 South 7th, Columbia, Missouri 
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payroll, covering printing, binding 
and mailing, included 220 employes. 
The cost of the Journal alone, in 1955, 
ran to $2,160,000, plus $585,000 for the 
nine specialty journals. In addition, 
the print shop handled a substantial 
amount of other work, which includ- 
ed making reprints of articles from 
the journals, producing pamphlets, 
brochures and booklets. Neverthe- 
less, this was too broad and varied a 
demand to be handled efficiently by 
the AMA’s 15 presses and other 
equipment. These, by the way, will 
be appraised and sold at auction. 

Two printers have been awarded 
the initial contracts for production of 
the association magazines. McCall 
Corp., Dayton, which has had Today’s 
Health, started handling the JAMA 
on July 1. The nine specialized peri- 
odicals are being printed at Baird- 
Ward Co., Nashville. 

Editorial offices will remain in 
Chicago, and a new production coor- 
dination office will be set up in the 
headquarters building to work with 
the new outside printers. 


>In the official announcement in the 
May 19 issue of the Journal, the mag- 
azine said that “the closing of the 
print shop can be considered a sign 
of progress and a milestone in the 
history of the association. Not only 
will future issues of the journals be 
published in a print shop with ade- 
quate color presses and modern 
equipment, but the association’s other 
important activities will now have 
room for necessary expansion.” 44 


New Process Coats Paper 
To Resemble Laminate 


Marking the increased use of me- 
tallic printing inks, Pitt Photo Litho 
Co., Pittsburgh, has released a folder 
on the Metalure process. This is a 
lithographing method which uses 
specially colored metallic inks to 
duplicate a variety of metals. The 
range of colors includes copper, alu- 
minum, red, pale gold, blue and 
green. 

“The simulated metallic coating of 
paper stock,” says the company, “ap- 
proaches in appearance actual foil 
lamination. Paper can be coated with 
a different color on each side—at a 
fraction of the cost of foil laminate.” 

Halftones, in whole or in part, can 
be reproduced by this method. Met- 
alure can also create duotones. No 
special reproduction technique is re- 
quired — just standard reproduction 
keys. 

Actual samples are shown in the 
descriptive folder. 


For your copy circle No. 506 on the 
Readers’ Service Card inside back cover. 


Fragrance Process 
Compound! 


Like ants to honey . . . that’s how prospects 
react when their attention to your printed 
sales message has been demanded . . . and 
held . . . with action-compelling Fragrance 
Process Compound. Use it letterpress — offset 
— gravure. 

FPC adds a new, lasting dimension of 
aroma that creates buy-impressions far be- 
yond mere words and pictures . . . and that 
sends sales soaring! 

Unlike ordinary scenting, FPC lasts and 
lasts. Any odor duplicated. Add its impact 
to your selling — you'll see results jump! 


For complete information, write today. 


FRAGRANCE 
PROCESS COMPANY 

73 Sullivan Street, New York, N. Y. 
Telephone: MOnument 3-1582 
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| Plawed. to Fit! 


. to fit the palm of your hand and into your | 
- pocket... planned to fit your budget... planned | 
| to fit your sales picture. Canny GE designers 
a this Sloves-crafted visual and thus 
insured motor sales! 
To fit your special requirements Sloves 
| otters unparalleled facilities and experience. 
s to see proof. Call or Write Dept. AR-9 : 


iSLOVES: 


| MECHANICAL BINDING CO. INC. | 
| 601 W. 26th ST., NEW YORK 1, AL 5.2552 ! 
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Improved 3-Color Process 
Gives Quality at Low Cost 


Three-color reproduction by the 
new Eastman direct process method 
is now offered by Keller-Crescent 
Co., Evansville, Ind. A demonstration 
folder, printed on 80-lb. stippletone 
offset enamel, shows a series of 
black-white photos and their coun- 
terparts in K-Color. This is produced 
by conventional offset lithography 
from regular color transparencies 
(Kodachromes, Ektachromes and the 
like) in all conventional sizes, down 
to 35mm. 

K-Color is an economical substi- 
tute for four-color process where ex- 
act color matching is not vital, the 
company states. It is intended to 
supply good, pleasing color repro- 
ductions at low cost. Suggested uses 
are for specialty trade promotions, 
secondary literature, sales-aid mer- 
chandising, pilot projects, and so 
forth—wherever short runs and small 
quantities are factors. 

The company has tested the proc- 
ess on all types of paper stock. For 
best results it recommends three reg- 
ularly stocked papers (cast-coated, 
stippletone and regular offset en- 
amel) for super high gloss, fancy and 
standard finishes. 


For your copy circle No. 507 on the 
Readers’ Service Card inside back cover. 


Diecut Scorecard Helps 
Reader Grade Own Test 


The Mosler Safe Co. has put die- 
cutting to good use in a unique ques- 
tionnaire for prospective customers. 
Called the “Risk Detector,” the test 
is printed on a folded 612x9%%” card, 
with questions on the front and an- 
swers on the inside fold. Gist of the 
questionnaire is “How safe is your 
office safe?” The reader fills in the 
answers, then checks their accuracy 
by swinging the diecut inside fold 
over the boxes he has checked. 

The inside fold has a series of cut- 
out boxes which fit in exact register 
over the completed questionnaire. 
The copy explains: “If any check 
marks are visible, your old safe is 
not to be trusted; if a check mark ap- 
pears in any red circle, you're taking 
a risk far too dangerous.” 

Typical questions include: “Was 
your office safe built before 1917?” 
“Does it have concrete walls?” “Has 
it ever been in a fire?” On the fourth 
side of the folder Mosler points out 
the danger signs in old safes and 
highlights the protective features of 
its “A,” “B” and “C” safes. 

The folder is lithographed in red 
and black. 44 





Planning Your 
Printing? 


Let this be our chair 


Call us in now, when you first start your plans for printing. 
Let us show you how we can help develop format and design. 
And we'll help with all the planning. We'll help determine 
paper, color, typography. We'll go even farther. We'll help 
with the writing, editing, art work and photography, if 
you wish. 


At the Cuneo Press you'll find excellence in printing crafts- 
manship plus all these extra services (and still more). 
But to be of greatest service we should be called in at the 


beginning—when you first start planning. Why not drop us 
a note, right now? 


Copywriting Black and Multi-color printing 
Design and Typography Letterpress 

Catalog Planning —Gravure 

Composition Offset 

Photoengraving Binding 

Plate Making Mailing and Shipping 


The Cuneo Press, Inc. 


2242 South Grove St., Chicago 16, Ill., Victory 2-2100 


NEW YORK—COlumbus 5-5544 LOS ANGELES —LUdlow 3-3451 
PHILADELPHIA ~— GArfield 6-6500 MILWAUKEE — BRoadway 6-5340 
CAMBRIDGE ~ Kirkland 7-9600 


Sales representatives in all major cities 
. . . for more details circle 586, page 121 
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for more 
effective 
impressive 
reports, 
presentations, 
etc. 


CLAREPORT* 


Jrangparenl 
REPORT 
COVERS 


Clareport* has a 
durable, transparent plastic front 
cover and a back of Strathmore 
Beau Brilliant cover stock in 8 
smart colors. Holds standard 11” 
x 812” sheets (special sizes to 
order). 


Send for FREE sample and prices, now! 


We specialize in custom-made easel 
binders and presentation binders. Your problem 
solved quickly and inexpensively. 


WRITE, WIRE OR PHONE—DEPT. S-9 


BELFORD Company, Inc. 


317 W. 47th Street 


a. ‘ | Ln 


wy 
*U. 8S. Pat. 
2480917 


ee 


our specialty 

e MAGAZINES 
e CATALOGS 
e BOOKLETS 


e FOLDERS 


ae” = Mail sample for Quotation or 
Phone us to Call 


Sersen’s Ph. Seagate 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 
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iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 
F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, lil. 
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Silk Screen Makes Debut 
On St. Louis TV Screen 


TV viewers in St. Louis were 
treated to a six-week series on silk 
screen printing this summer. The 
programs, which ran from August 2 
to Sept. 6, were presented in coopera- 
tion with the St. Louis Chapter of the 
Screen Process Printing Assn. Each 
session featured a 20-minute talk on 
various aspects of the printing proc- 
ess and a ten-minute panel discus- 
sion afterward. Marion Bardot, chap- 
ter president, narrated each show. 

KETC, the city’s educational tele- 
vision channel, felt that the series 
would appeal to a wide audience be- 
cause of use of silk screen by hobby- 
ists as well as by industry. Among 
the subjects covered were the knife- 
cut stencil method, tusche stencil 
process, methods of making photo- 
graphic stencils, and hobby and in- 
dustrial applications of silk screen. 
Each program was produced by a 
St. Louis screen process printer. 

Discussing the series, Mr. Bardot 
said, “While we know it will be of 
general interest to all viewers, we 
hope too that it will serve to attract 
students to careers in the industry 
and will focus the attention of the 
business community on the many ap- 
plications of screen process.” 

He also announced arrangements 
for a course in silk screen printing to 
be offered for credit in the Washing- 
ton University School of Fine Arts, 
starting with the fall term. 44 


Shiny Silver Dollar Cutout 


Lures Company Prospects 
Dalzell Rigging Co., Oakland, Cal., 


discovered a new way to give away 
money—by gluing a silver dollar to 
the inside back cover of a brochure 
for clients and prospects. Figuring 
that if the copy and unusual art treat- 
ment didn’t win adequate readership 
by themselves, the silver coin would 
surely capture attention, the com- 
pany’s agency, Cappel, Pera and Reid, 
Orinda, Cal., die-cut a hole through 
from front cover to back. And every 
page is likely to be read—or at least 
glanced at—before the reader reaches 
his prize. 

The brochure traces the history of 
rigging from the days of the pyramids 
down to the present, and points up 
unusual moving jobs by Dalzell. It 
includes a two-page spread of testi- 
monials from clients, shows the com- 
pany in action and winds up with a 
final notation on the last page: 
“Here’s your first dollar of savings 
—for more, just call Dalzell on the 
next rigging job!” 


THE BIG LIFT, 
THE BIG MOVE, 
DALZELL, 

and your... 


Glittering Giveaway . . . Silver dollar was 
glued into inside back cover of die-cut 
brochure put out by Dalzell Rigging Co., 
Oakland, Cal., and sent to industrial cli- 
ents and prospects. 


Agency art director Ronald Hilde- 
brand did the unusual layout, Gerald 
Ray conceived the use of the silver 
dollar and wrote the copy, and War- 
ren Pera and Charles Reid supervised 
the over-all job. 44 


Early Lithography Press 


Joins Company Collection 


One of the first three lithographic 
presses ever built in the U.S. was re- 
cently re-acquired by the H. S. 
Crocker Co., San Bruno, Calif., lith- 
ographers. Produced in 1903, the 
press was reportedly the first offset 
press for paper ever to operate suc- 
cessfully. It’s now a permanent part 
of the company’s historical display at 
its main plant. 

Prior to 1906, lithography on paper 
was produced on flat-bed stone 
presses or in a few plants on direct 
rotary presses which printed from a 
thin zinc plate wrapped around a cyl- 
inder. As early as 1870, offset presses 
had been built and used to print on 
tin; however, it was not until the 
early twentieth century that the idea 
of applying offset printing to paper 
was conceived. 

A leader in this change was Ira W. 
Rubel, who began his experiments 
with a machine that printed from a 
rubber blanket. The result was known 
as the “Rubel Rotary Offset Press,” 
built in partnership with Andrew H. 
Kellogg and Alexandrea Sherwood. 
The model now in the company’s pos- 
session escaped the effects of the San 
Francisco earthquake and was used 
until 1924 by Union Lithograph Co., 
later purchased by Crocker. 44 





Frofeull Souteed fov 


Services and Supplies 


| 381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 
““SALESENSE” ARTICLES 
400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is not 
normally in the business of pub- 
lishing books. But this book is a 
“demand performance.” Hun- 
dreds of our readers—both 
agencies and advertisers—have 
been besieging us with requests 
for Jim Woolf's “Salesense” arti- 
cles in book form as a permanent 
reference work. Handsomely- 
printed and lavishly illustrated, 
this new volume is an exceptional 
value at $5.95 including all 
postage and handling charges. 
QUANTITY DISCOUNTS: 5 to 10, 
the price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 
EXAMINE SALESENSE 


for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. AR-9 
200 E. Illinois St., Chicago 


___-copies of SALESENSE IN 
ADVERTISING. If I am not completely 
satisfied with the book (or books) after 
a 5 days’ examination, I can return the 
book(s) and my money will be re- 
funded in full. 

My Name 

Firm 

Address 

City- : Z State 


(J Iam enclosing my check for $_______ 


a ACR TR: 


C Bill me later () Bill my firm 


$ SAVERS 





Art and Photo 


CAMERAS — ART AIDS $485 & UP 
PRINTING 


SILK SeReeN 
Deoler Inqui tn 
Lacey-Luci Products Co. 


31 Central Avenue 
Newark 2, N. J 


WRITE FOR CATALOG AR 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-9 


i 
| AATEST SUPFEY CO 
6408 WOODWARD AVE 
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dary 
artists’ mater 
Chicago 


Los Angeles 


. for more details circle 603, page 121 


Hand-Lettering 


¢ 
uo 


for hand lettering! 


Rapid Film-Lettering All iB 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, N. Y. 
Murray Hill 8-2445 


Order from Style Book AR — on request. 
Delivery anywhere in the U.S.A. 
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Engravings 


SUPERB AD 
ENGRAVINGS 


AT SUBSTANTIAL 
SAVINGS... 


STAFFORD 
ENGRAVING CO., Inc. 


INDIANAPOLIS, IND. 


“12+ 3 and 4 COLOR PLATES 
FINEST GUARANTEED. QUALITY 


WRITE FOR PRICES 


. for more details circle 677, page 121 
Exhibits 


(_] PRE-FAB Low 
Cost Conven- 
tion Displays 


— SHIP’N SHOW 


Self-Contained 
All Wood 

q jy Displays 

) () Fibreglas 
SHOW-DRAPES 
with your logo 
in modern 
designing 


CHECK—Attach to 
company letterhead for full information. 


Capex Company, Inc. 
615 South Boulevard, Evanston, Illinois 
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P.O.P. Display 





NTT MULE ASML De 


No mold charges 
for smart sculptured P-O-P 
long and short runs 
441 LEXINGTON AVE ee 
TET a eK 
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Stock Art 


| .CLIP THE CLIPPER® 


Like many other BIG NAME firms, you, too, 

| can clip monthly Clipper art for striking, origi- 

| nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address. 


MULTI-AD SERVICES, Dre 


Box 806N, Peoria, Illinois 
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advertisers 


The “key number” 


preceding the name of each advertiser listed below 


corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


Readers’ 
Service 
Number 


Advertiser 


Page 


551 Acco Products, Inc. 

552 Acrolite Products Incorporated 
558 Adtype Service Company 

560 Addressograph-Multigraph Corp. 
562 Advertisers Publishing Co. 

— Advertising Trades Institute, Inc. 
553 Alladin Laboratories, Inc. 

554 Allen-Morrison Sign Co. Inc. 

561 American Photocopy Equipment Company 
573 American Thermo-Ware Co. 

555 American Trade Press Clipping Bureau 
559 Art Instruction, Inc. 

691 Art-Mold Products 

556 Avery Adhesive Label Corp. 
557 Avery Paper Company 

564 Bacon's Clipping Bureau 

565 Bartz, F. H. 

572 Bassett Co., W. E. 

566 Beckett Paper Company, The 

— Belford Co., Inc. 

— Beseler Company, Charles 

563 Bienfang Paper Co. 

— Brodie Advertising Service 

567 Brown & Bro., Arthur 

568 Brown-Bridge Mills, Inc., The 

— Brownsville Paper Co. 

569 Bullard, Inc., Howard O. 

570 Burrelle’s Press Clipping Bureau 
571 Butler Typo-Design 
575 Candyland 

576 Cantine Company, The Martin 
577 Capex Company, Inc., The 
638 Carey Press Corp. 

574 Cauger Service, Inc., A. V. 

578 Chart-Pak, Inc. 

579 Chicago Almond Products Co. 
580 Chicago Cardboard Company 
581 Chicago Show Printing Company 
582 Chicago Show Printing Company 
583 Chillicothe Paper Co.... 

— Collins, Miller & Hutchings, Inc. 
587 Color Plus Color 

590 Commercial Picture Equipment Inc. 
584 Consolidated Water Power and Paper Co. 
589 Continental Lithographers, Inc. 
591 Copy Craft, Inc...... 

585 Craftint Manufacturing Co., The 
586 Cuneo Press, Inc., The 

592 Dick Co., A. B. 

593 Display Sales 

594 Dot Engravers, Inc. 

605 Du-Plex Onvelope Corporation 
596 Duo-Fast Specialty Co. 

595 Durable Rubber Products Co. 

597 Eagle Rubber Co., Inc. 

598 Eastern Corporation 

— Eastman Kodak Company 

599 Elbe File & Binder Co., Inc. 

601 Engel, Inc., J. A. 

600 Eureka Specialty Printing Company 
602 Filmotype Corp. 

603 Flax Artists’ Materials 

604 Fragrance Process Company 

— General Exhibits & Displays Inc. 
606 Gilbert Paper Company 

588 Golf Digest 

607 Goodkin Co., M. P. 

608 Grace Sign & Mig. Co. 

609 Graphic Systems . 

610 Haberule Co., The 

611 Hansen Mfg. Co., Inc. 

612 Heritage Mfg. Corp. 

613 Hinde & Dauch..... 

— Hollywood Banners 

6146 Idea Art ................... ; 
615 International Color Gravure, ‘Inc.. 
616 International Paper Company 
617 Interstate Photographers 

619 Jay Color Lab 
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621 
622 


623 
624 


625 
626 


647 
628 
629 


692 


Kaufmann Mat & Stereotype Co., The 
Kier Photo Service. 

Kleen-Stik Products, Inc. 

— Krueger Co., W. A...... a 

Labcraft International Corporation. 
Lacey-Luci Products Co... 

Letter Shop Inc., The 

Lewis Artist Supply Co.. 

Ludwig, Inc., F. G. 
Major Photo Co.. 
Marvellum Company, The. 
McWeeney Co., George E. 
Mead Paper Corporation 
Meyercord Co., The...................... 

M.F.A. Publishing Department.. 

Millers Falls Paper Co.............. 

Minnesota Mining & Mfg. Co. 

Mohawk Paper Mills 

Monet Company, The..... 

Monsen-Chicago ........ 

Multi-Ad Services 

Nashville Display Manufacturing Co.. 
National Advertising Industries Exposition 
National Folding Box Co. 

Naz-Dar Company ............... 

Neenah Paper Co... . 

New York & Pennsylvania Co... ; 
Northwestern Photo Engraving Co. 

Oakton Engineering Corp........... 

Office Products Inc. 
Oxford Paper Co.......... 
Pfaelzer Brothers, Inc. : 
Phoenix Products Company..... 
Photo-Matic Company ......... 
Pioneer Rubber Company, The... 
Plastic Binding Corp 
an 
Point-Of- Purchase Advertising Institute, Inc. 
Pollack Poster Print, Inc. 

Pratt Poster Co., The 

I IE I isedisceccisielarektisannosareceniiasintentt 
Progress-Hanson-Progressive Group, The 
Publishers Book Bindery, Inc. 

Quantity Photo Co., The....... 
Radiant Color Co................ 
Rapid Colorprint Co.......... 
Rapid Copy Service, Inc. 
Rapid Typographers, Inc. 
Remington Rand, Inc. 


Rising Paper Company..... 
Robertson Sign Co...... Ee 
Sculptural Promotions, Inc.. 
Sersen’s Imprinting, Ince................... 
Service Typographers, Inc...... 
Sherfy’s Ltd. ..... cide canlgtniaincatckencettes 
Sloves Mechanical Binding Co., Inc. 
Sorg Paper Company, The 
Springfield Coated Paper Co. 
Stafford Engraving Co... 
Standard Thermometer . 
Stegeman Specialty Mfg. Co. 
Stivers Studio ............. 

Stone Container Corp. 
Strathmore Paper Co.. as 
Superior Engraving Company. 
Switzer Bros., Inc. 

Technical Service Inc. 
Transilwrap Co. ... 

Triangle Mfg. Co........ 

Tweeten Fibre Co... 

Ullman Co., Inc., The... 

U. S. Color 

Volk Corporation 

Warren Company, S. D. 
Warwick Typographers, Inc. 
Weck Process Co....... 

Zippo Manufacturing Co. 


Remington Rand Division of Sperry Rand Corporation.... 








501/Circle on Readers’ Service Card 

Television Catalog 

. .» Hollywood Television Service Inc. offers 

a 74-page catalog describing many different 

types of films for tv showings available to 

tv stations and advertising agencies. 
(Page 102) 


502/Circle on Readers’ Service Card 
Optical Outrider System 

- @ leaflet showing the use of three 
synchronized units of a prompting system 
for television is being offered by Tele- 
prompter Corp. (Page 102) 


503/Circle on Readers’ Service Card 

Business Card-Reply Cards 

... R. O. H. Hill Inc. offers details of novel 

business cards using detachable back flap 

imprinted as a small business reply card. 
(Page 102) 


504/Circle on Readers’ Service Card 
Ideas In Motion 

. . . to acquaint advertisers and agencies 
with its facilities for producing business 
films, G.&G. Film Corp. has published an 
illustrated booklet entitled “Ideas in 
Motion.” (Page 102) 


505/Circle on Readers’ Service Card 

Christmas Display Catalog 

. - » Pollack Poster Print Inc. offers a full- 

color catalog describing a variety of dis- 

plays designed for Christmas promotions. 
(Page 88b) 


506/Circle on Readers’ Service Card 
Metalure Process 

. . . folder describing lithographing process 
for using metallic printing inks is available 
from Pitt Photo Litho Co. Actual samples 
are shown in folder. (Page 116) 


507/Circle on Readers’ Service Card 
K-Color Folder 
. @ folder describing K-Color, an eco- 
nomical substitute for 4-color process print- 
ing, is available from Keller-Crescent Co. 
(Page 117) 


508/Circle on Readers’ Service Card 
Features 


. . . Central Feature News Inc. offers a bi- 
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for publications 
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: 


GSD Advertising Maye Coe, 


tequirements STEW 


% Send for these helpful selling tools 


monthly summary of free feature articles 

available to editors. Entitled “Feature,” 

the service offers only story outlines. 
(Page 61) 


509/Circle on Readers’ Service Card 
Cop-E-Eez 

... details of Cop-E-Eez, a regular size 
copy board and line finder that fits into 
a side desk drawer, are available from 
Lansdale Corp. (Page 73) 


510/Circle on Readers’ Service Card 
Dual-Lith Booklet 

. .. 10 ways to save on reproduction costs 
are described in an illustrated brochure 
offered by the Davidson Corp. (Page 112) 


511/Circle on Readers’ Service Card 
Photo Stencil Paper 


. . . details of screen process photo stencils 


are offered by McGraw Colorgraph Co. 
(Page 113) 


512/Circle on Readers’ Service Card 

Spot Carbon Sample Kit 

. . - Spot carbonizing, a new way to dupli- 
cate forms, is described and demonstrated 
in a new sample kit offered by Spot Carbon 
Products. (Page 113) 


513/Circle on Readers’ Service Card 

Tips for Printing Buyers 

. » » Darby Printing has issued a file folder 

answering questions on production from 

copy preparation through the press run. 
(Page 114) 


514/Circle on Readers’ Service Card 

Picture Service 

. . » details of picture clipping service are 

available from Reference-Pictures Inc. More 

than a million pictures are on file. 
(Page 114) 
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515/Circle on Readers’ Service Card 
Contact Screen 

. » « Caprock Developments offers details 
of contact screen designed for producing 
halftones from continuous tone copy. 


(Page 96) 


516/Circle on Readers’ Service Card 
Autoscreen Ortho Film 

. . » details of Autoscreen Ortho Film are 
available from Eastman Kodak Company 
in a pamphlet No. P-21. (Page 97) 


517/Circle on Readers’ Service Card 
Riefler Grafica 

. - « literature telling features of drafting 
pen that works by capillary action are 
available from Quality British Corp. 


(Page 97) 


518/Circle on Readers’ Service Card 
Lightweight Projector 

. . . details of tiny selling tool are offered 
by Technical Service Inc. The Model 6 
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Moviematic is designed to carry a visual 
sales message to the customer and weighs 
less thon 25 pounds when fully loaded 
with 800’ of film. (Page 109) 


519/Circle on Readers’ Service Card 
Transpaque 

. . » Projection Optics Co. offers facts of 
“Transpaque,” a projector that uses a single 
projection head for opaque transparencies 
and table projection. A complete selection 
of lenses in focal lengths from 4 to 40” is 
described in folder. (Page 109) 


520/Circle on Readers’ Service Card 
Audio Guide 

. .. information describing “Audio-Guider,” 
a portable P.A. system designed to aid 
speakers conducting plant tours, educa- 
tional trips, etc., is available from Audio 
Equipment Co. (Page 109) 


521/Circle on Readers’ Service Card 
Anscochrome Folder 
. « « full-color brochure from Ansco Co, 
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shows results of new wide range color film 

developed by the company. Prices and 

types of two films are told in folder. 
(Page 52) 


522/Circle on Readers’ Service Card 
Giant Displays 

. - » details of giant color transparencies 
up to 22’ x 40’ are among the photographic 
specialties described in the new catalog 
being offered by David Dean Color Labora- 
tories Inc. (Page 52) 


523/Circle on Readers’ Service Card 
Christmas Party Booklet 
. « « Organization Services Inc. offers a 
booklet entitled “Planning a Successful 
Christmas Party.” 

(Page 36) 


524/Circle on Readers’ Service Card 
Spin-O-Grams 

- « » details of promotion piece that spins 
a message are offered by Awards In- 
centives Inc. (Page 36) 


525/Circle on Readers’ Service Card 

Sales Newsletter 

. - + “Designed To Sell” is the name of the 

newsletter being offered by Lane-Bender. 
(Page 43) 


526/Circle on Readers’ Service Card 
Tying Machine Folder 
. . « details of automatic package tying 
machine are available in a folder being 
distributed by B. H. Bunn Co. 

(Page 42) 


527/Circle on Readers’ Service Card 
Quickie Index 

.. - Headliners Inc. offers details of “Quickie 
Index” of photoprocess lettering. All styles 
are available either in New York or Chi- 
cago. (Page 80) 


528/Circle on Readers’ Service Card 
Condensed Gothics 
- « « booklet published by Mergenthaler 
Linotype Co. gives descriptions of two 
series of condensed gothics in light and 
bold combinations: Gothic Nos. 17 & 19 
and Gothic Nos. 18 & 20 are illustrated, 
(Page 80) 


529/Circle on Readers’ Service Card 
Intertype Vogue 

- - Catalog of Vogue sans-serif series 
has been prepared by Intertype Corp. 
Detailed displays of Vogue Bold to Medium 
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Condensed are shown as well as displays 
of miscellaneous advertising figures. 


(Page 80) 
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EXHIBIT PARADE 





AMERICA’S FIRST FAMILY OF PLASTICS—was 
dramatized in this striking Plastics Show exhibit for 
The Dow Chemical Company. The basic qualities and 
advantages of the raw materials were emphasized, 
along with Dow “‘firsts’’ in the industry. Six giant 
cans and packages ‘“‘poured”’ colored plastic granules 
in a continuous simulated animation. At left end, a 
large ferris wheel with clear plexiglas buckets picked 
up colored Dow plastic granules and dumped them 
at the top into clear plexiglas hoppers—a successful 
crowd stopper. 


™ 
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Convention Exhibits ¢ Commercial Interiors ¢ Merchandising Displays @ Sales Presentations ¢ Caravans @ Models @ Animations No. 





TAKING OUR OWN MEDICINE—We paid $960.00 
for space, designed and built an exhibit and went after 
business at the Exhibitors’ Advisory Council “Show 
for Shows’’. A picture tour of our plant was the main 
feature—because so many people who have actually 
gone through have expressed surprise at the many 
skills we employ, our size and the scope of our opera- 
tion. We projected slides of exhibits, displayed a cut- 
away demonstrator sample, and tied in with the EAC 
Clinic program with photos of our exhibit work in the 
Museum of Science and Industry, Disneyland and the 
Producers’ Council Caravan. Results? Promising. 





CONTROL WITH DOLE is the theme of this Dole 
Valve Co. exhibit in the Ford Rotunda. As suppliers 
of engine thermostats and heater control units to the 
automobile industry...Dole’s problem was to show 
“what they are”’ and “‘what they do”’ toa lay audience. 
This was accomplished by animating a flow diagram 
of car radiator and engine heating and cooling systems 
..synchronizing the animation with large working 
mock-ups of actual products and with sound. 


eneral exhibits 


2100 N. RACINE AVE. + CHICAGO 


DUST-STOP STOPS DIRT — as proved by the mecha- 
nized demonstration that was the attention feature of 
this Owens-Corning Fiberglas Corporation exhibit at 
the recent Plumbing Show. A dirty travelling belt, 
bearing appropriate legends, entered the giant Dust- 
Stop filter on the left and emerged from the other side 
snowy white. Insulation products for plumbing and 
heating were shown at sides, with factual feature 
story. Center animated unit was planned for multiple 
use in other exhibits. 
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“we agree, Mr. Lloyd” 


To get a true evaluation on the perform- ative run down on its performance.” 
ance of the A. B. Dick offset duplicator, We agree — 

Model 350, Mr. Max Lloyd, Executive We will be glad to send you their names. 
Secretary of the Mail Advertising Service Some have two or more machines in op- 
Association, recommends inquiry to mem- eration turning out more saleable copies 
bers who have had—“‘sufficient experience —_at lower cost. 

with the 350 to give you a good compar- Simply mail the coupon below. 


A. B. Dick Company 


5700 Touhy Avenue, Chicago 31, Illinois 

s 8 r* . . 
Without obligation, send me the names of MASA 
members who own and operate your offset dupli- 


cator, Model 350, along with descriptive literature. 
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